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Mining machinery, equipme 
plies that will lower my operating costs. 


Reply at once. Box X. 
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You haven't seen this ad, in the exact words... but each 
of Engineering and Mining Journal’s 16.000 paid sub- 
seribers have this want in mind every day of the year. 


Mining is constantly « xpanding and changing because 
it is an extractive industry that does not replace what 
it takes from the earth. Each day's operations de plete 


the orebodies which are the industry's prime resource 


Mining companies musi plan continuously to establish 
new orebodies, to improve recovery methods and 
expand oper 1tione af going mines, und to reopen old 
workings where low-grade ores, formerly considered 
worthle an can he recovered by new technological 
process Such vccomplishme nts take time because 
the scope of operations in today's mining enterprises 
} 


is tremendous and varied 


All vear round, regardless of current business condi 
tions, mining men all over the world must make plans 


for the future and schedule future purchases, deliv- 


ENGINEERING AND 
MINING JOURNAL 


eries and installations of needed machinery, equip- 


ment and supplies. 


At present mining men are analyzing their operating 
costs most carefully so that they can keep their com- 
panies running efficiently and at a profit. The need 
for machinery, supplies and equipment that will do 
the many jobs involved in mining EFFICIENTLY and 
ECONOMICALLY figures prominently in all plans 
they are making now. If your company is not capital- 
izing fully on sales opportunities in the metallic and 
nonmetallic mining market, ask your E & M J repre- 


sentative to analyze the market possibilities for you. 


He can show you just where your products fit . . . how 
you can best reach the industry's buying influences, 
wherever they are and help you to uncover profit- 


able sales opportunities. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street 
New York 18. N.Y 


ABC + ABP 





It’s Smart to Start With 'T. R. 








To effect maximum results from the majority of industrial purchases 
your advertising budget, make sure are contemplated and when none 
that T.R. is included in your pro- of usual media are in immediate 
gram. Thomas Register is first to evidence. 8,500 T. R. advertisers 


make contact at the moment when know it’s smart to start with T.R. 


E500 TF. SMdvertises 
Cent Oe Wrong” 


HASITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. 5. 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


HOMAS REGISTE 


461) EIGHTH AVENUE + NEW YORK 1, 
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Increased Attention 
Lasting Sales Power 


JANUARY 1951 ISSUE... 1.7+h Annual Directory Number of HP&AC .. . c year-long 
opportunity for your advertising to sell the KEY engineers and KEY contractors who purchase 


control this vast industrial and large building field 


Most advertisers use increased space with us in January — spreads, inserts, color. They catalog 


their entire lines. You, too, can profit most by doing a complete job. Make space reservation now! 


: ee 
Ae —_— ee 
Rae eee January 
Air Issue - ples: 

CTA os vsuel, the 
sit pats et net sm Novadner =toves OREM ASE 
an tte Dee eae Guide —listins Number 
We tell who makes these products; give products, Trade 


products ws presented within Addresses 


meue eleewhere. The most com 
/ BUYING GUIDE im 
in a Special Section 








SHOW SECTION 


January HPRAC v | previ the Inte 
natronal Heating stelating and Au 
( anditionin "hiladelphia, Jan 
wary f te , sterest to ever 
reer T cto We will ver 
ompletely ’ bose he attend 
What to Se rmide those ube 
o, th hichlieht i the Show im priv 
january HMPARAC will reach subscribers we 


advance f Show's oper a date 


STANDARD CONTENT 


January HPRAC ‘ wil rey a full 


quota of tumely articles, aad the Journal of 


the American Seciety of Heating and Venti 
latung Engineers ‘ s every issue of 
this field-leading bool January HPRAC 
promises ¢ tain literial walue 
more 4 ime haw “sue ever pub 
lished im eo T o extra attention 
value “owe 7) rea special covers 


and be 
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Preformed Line Products’ first ad 
ran in Electrical World 
on January 29, 1949. 
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Electrical World reports on 
successful industrial 


advertising 
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“The Best Use of Advertising 


(says Tom Peterson) 

is to put you in 

the big league 
fast” 


Here is the problem we faced back in Novem- 
be 1948 says Tom 


Results, as you can see from the chart below 


Peterson, president have been what Tom Peterson calls * 


ounder of Preformed Line Products Company in 
Cleveland 


and astounding 
In just two years, Preformed Line Products adver- 


tising, which ran only in Electrical World, 
Our Company was formed to serve several l 


were getting ahead nicely 
through our volume sales 


Preformed Line Products 
But all of a 


signals ahead fe 


has 
Gained recognition and acceptance for a 
large Customers, and we 


young Company among utility men 
Pulled Preformed Line Products up into a 
good competitive 


to these big users of 


position in its market 
suacen we 


recognized storn Inspired active cooperation from “hard-to- 


wesaw that our large users’ buy- get” jobbers, through its effect 
g would begin to declin 


soon 


on their 
customers 
To forestall this threatened slump, we called Given invaluable dignity and prestige to 
yn ELECTRICAL WORLD advertising to gz \ a new company to a degree usually 
customers na t Keep our plant growing 


wchieved only by old, established firms 





G000 
ADVERTISING 


PAYS 
IN 


A McGRAW.H 


330 WEST 42nd STREET NEW YORK 18, N.Y 
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REFRIGERATION 


EQUIPMENT © 
Pay OH? o. 96 


Showroom Really 
RS @ CONTROLS 


@ STOKE 


rHE BACKBONE OF EVERY 
WELL-CONCEIVED ADVERTISING PROGRAM 
IN THE DOMESTIC ENGINEERING FIELD! 


Together DOMESTIC ENGINEERING and DOMESTIC 
ENGINEERING CATALOG DIRECTORY constitute the 
backbone of every well conceived promotional program in the 
heating, plumbing and air conditioning field. Together they 
offer you your most practical, most economical and most 
effective approach to this tremendous market. Together they 
afford you the only two-way coverage of the important buying 


factors that make up this field. 
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HOW 


DOMESTIC ENGINEERING 


CAN HELP YOU 
The DOMESTIC ENGINEERING organization is prepared oe a oe » all 
phases of your mar! problems. Our various tacillies are a of all 
manufacturers usi opace in either DOMESTIC “ENG ig ome 
Magazine or DOMESTIC GINEERING CATALOG DIRECTOR These 
include Catalog Preparation and Reprinting, Manufacturers’ Repeieniied! Service, 
Marketing and Research assistance, List Rental and Mailing Services and numerous ~ 
other functions vital to complete and effective product merchandising. 


\Veeat \\nduatry 


HAT a business publication can be a vital factor in pro- 
moting the interests of its entire industry as well as the 
welfare of the Nation as a whole, has been demonstrated consist- 
ently and conclusively by DOMESTIC ENGINEERING. 
Year after year, in an industry that has proven a vital one in 
peace and war, DOMESTIC ENGINEERING is the one publica- 
tion that has consistently led the way in every major movement 


affecting that industry. Through its constructive, far-reaching 





editorial efforts and programs, the Domestic Engineering Dealer 





and the Wholesaler and Manufacturer serving this field are kept 


fully and constantly abreast of developments that are closely related 13 








to their business activities AWARDS TO 
i ed 1 leaders! DOMESTIC DOMESTIC ENGINEERING 
ct res f its ' rial lez ’ 7% 
As a direct result of its sound editorial leadership STIC FOR EDITORIAL ACHIEVEMENT 


ENGINEERING has inspired in the minds of its readers a degree 


; ; ht led hed | f ' Thirteen times in the past eleven years, 
) 5 »>whicn na Db nm equalled or approa 1e¢ ) > Ww us! 2m . . . Ee 

es commeence : siaaiains. —_— dies P DOMESTIC ENGINEERING has re 
ness publications a degree of confidence that is carried over ceived high honors in the Annual Editorial 


into the advertising pages That is one reason why, when your competition sponsored by Industrial Mar 
, keting. It is the only publication in this 

product story appears in this publication, you are assured of its & & oe oer 
field ever to be so honored. The plaques 


é opti , you are not entire amiliar with D 
acceptance. If you are not entirely familiar DOMESTIC above represent the two awards received 


ENGINEERING and how it can serve you write direct or... in 1950 


CONSULT YOUR ADVERTISING AGENCY 


INSTITUTIONS MAGAZINE + INSTITUTIONS CATALOG . 
IE abdlicatious 1801 Prairie Avenve, Chicago 16, 
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dends only if they reach their Mig 


on time 
quick 


enxhabats 


goa in perfect condition 


Assure sale delivery ship Seeks Articles « 


your “first clase” 


m North American padded vans 
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NORTH AMERICAN VAN LINES, Inc 
Dept IMS. ? O. Box 9868 
Fort Wayne, indienne 


slant equipment ne 
I 
yey service 


superior 


own te 


of hom 


Advertising, Budgets, Taxes 


Letters 


to the Editor 


period. In addition to the above more 


recent material | would appreciate simi 
lar material published during the period 
1940-1945, especially that which took in 
legitimate 


r 


te consideration tax savings 


I suppose you will be receiving many 


similar requests in the near future and 


sssure you that your readers will be 


looking forward to articles on the above 


I t ( M 


sul pec SP vier 
tao 


timely ER 


S.C. Baer (Cimecimnat 


president 
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page 
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; 
: 


PRACTICAL 
BUILDER 


Leods tditoric 


Orly 


It is easy enough to fill a building 
magazine with pictures and plans. 
A publisher has to do something 
more. He has to be a living guide, a 
daily counselor, a practical solver 
of problems, to his readers. This 


explains the peculiar and priceless hold 


practical builder has on its readers. And, in 


the same swift breath, it explains why more and 


more ‘‘choosy” advertisers find profit 
nd prestige in its pages. In short: 


When you're in PB, you're in! 


.». Of the light construction 
industry 





SieOus»eiad PUBLICATIONS, Inc. CHICaco 





Each feature in a Special 
Section; heavy covers; spe- 
cially mailed to reach sub- 
scribers before the Show's 
opening date. 


il NINETEENTH ANNUAL 
DIRECTORY NUMBER 


1 AIR CONDITIONING 
SHOW NUMBER 


¢ REGULAR OUTSTANDING 
EDITORIAL CONTENT 


in Editorial 





... in Residential Air Conditioning, 
Warm Air Heating, 
and Sheet Metal Contracting 


January AMERICAN ARTISAN .. . 19th Annual Directory Number. . . all through 
1951 the only complete BUYERS’ GUIDE available to the dealers, contractors, whole- 


salers, and manufacturers who purchase-control this tremendously large field. 


Every product will be listed, alphabetically arranged; who makes these products; the 
trade names. All advertisers prominently identified — references made that more complete 


data can be found in these manufacturers’ ads. 


Also the January ARTISAN will preview the International Heating, Ventilating and 
Air Conditioning Show, Philadelphia, January 22 to 26... biggest annual event in warm 
air heating-sheet metal contracting — of interest to every subscriber . . . a “What to See” 


Guide for those who attend; for those who can’t go the complete Show in print. 
Also this January ARTISAN, like every other issue, will carry timely articles, impor- 
tant news. 


Yes, all told, one of the greatest AMERICAN ARTISANS ever to be published — com- 
manding immediate cover-to-cover attention — doing a selling job for its advertisers 


every working day next year. 


Use liberal space, a spread or insert and color — catalog your entire line. For best 


position, we strongly suggest that you make your space commitment now. 


KEENEY PUBLISHING CO. ...6 N. MICHIGAN, CHICAGO 2 
AIR CONDITIONING HEADQUARTERS 


Service to Readers... in Advertising Volume 


INDUSTRIAL MARKETING, October, 1950 





te this letter, which | assure you is 
not the kind | am given to writing 
in fact. | have a card on my desk read 
ing. “Don't start a private war.” 

If the industrial exhibit had to be held 
st such a hard-to-reach place as the In 
ternational Amphitheatre, then wasn't 

” . t up te the fair officials to provide the 
cue tats public ity to stimulate attendance ? 

Greece, Denmark, Venezuela, Turkey 

co Switzerland, Portugal, India, and Egypt 
Leadersh tt tv name only a few countries, passed 
out literature that could hardly be con 
sidered less than gracious and an honest 
attempt to sell their wares in the United 

“Mates 

In a booklet which Greece prepared 
especially for the fair, their Prime 


Minister states 


- 


Although Greece only recently set 


s victorious end to war vicissitudes 


> 
ss 


she considered it as her duty to par 


o 


ticipate in this peaceful display of 


wee 


international activity, in exhibiting the 
renowned products of her ancient 
~oil and the achievements of the labor 


of her peor le, devoted to-day to the 


es 
Ae wor 


indeta igable ettort of reconstruction 
with the important aid of the United 
States of America 
There is great pleasure for 
(reece to participate in these con 
structive efforts, after having fought 
for years, as she always did. for Free 
dom. Civilization, and Democracy 
Greek exhibits were housed in 
booths at Navy Pier, five at the Coliseum 
und three at the International Amphi 
theatre Thus the Greeks proved that 
they “have a werd for it neigh ber 
liness 
Venezuela published a very informa 
tive book entitled, “Is Venezuela a Good 
Neighbor?” In it they show what thev 
5 wught and from what states they bought 
1. EDITORIAL: Directed and written by prac i — 7 | tition aces eae a a * 
tical coal operating men 2, CIRCULATION the United States in 1949 ind they 


14.167 men responsible for coal production paid cash for their imports 
In the booklet about Egypt and her 


' av = 
3. PENETRATION: 61% of total circulation ~ / 
; products, you will find in the prologue 


directed to executives, superintendents and engi “i They (Egyptians) conceived a theology 
neers in the 2.354 mayor mines—4. AUDI AR ind gradually ran to the conception of 


2s one and only God. They were con 


ENCE: Independent CPA studies show pref - ' | 
= . oan timually engaged im a search of justice 
erence for Mechanization—5. ADVERTISING and truth sate 


Increase registered every Vear ol publication | doubt whether a venerable and 
except 1946 great people like the Egyptians with a 
recorded history dating from 3.200 Bt 

If you have a story to tell the coal industry — would take offense at what seems to be 
tell it through Mex hanization Magazine unmerited criticism of an up-start. And 
: at the same time, don't you think our 

efforts for peace call for a retraction of 
conduct or conversation unbecoming the 


MECHANI _ -Setel, @ INC. attitudes of genuine Americans, regard 


— less of from what source they emanate ’ 
7.) 


ah ee ee WASHINGTON D Cc When we consider the exhibitors a« 


NEW YORK fav a Vets! PITTSBURGH our guests, whom we have invited to ex 
hibit at the fair, | think they are en 


titled te every courtesy of fair officials 


Continued on page 
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If it's not there. 


Does your company sell 100° of vour prospects . . . 


do you know of any company that does? 


Probably not... for no matter how good your product 


is and how hard vour salesmen work, they can’t sell 


evers body. There’s bound to be a certain percentage of 


good prospects missed . .. men who need and would use 


your product, but for some reason haven't bought it. 


In the publishing business we're not perfect either. We 
all Know that there are men who should and would read 
certain industrial publications, but they've not sent in 
a subseription. Perhaps they just “don’t get around to 
it”... or they don’t see subscription salesmen . . . or 
they only recently moved into their present positions. 
But we also know that a great many of these men will 
read the publication if it contains the editorial “meat” 


they want, and it is made available to them. 


Phat’s why all Penton publications, regardless of their 


manner of distribution, consider it of prime importance 


that the publication be available in the right places. 


That's why over half a million dollars has been spent to 
develop the Penton Continuing Census of Metalwork- 
ing. It provides up-to-date information on all 50,000 
metalworking and metalproducing plants: name, loca- 
tion, products made, operations performed, number 


employ ed, sales volume, design data and foundry data. 





INOUSTRIAL MARKETING, October, 


.he can't read it! 


Such complete information is the key to an effective 
circulation job. With it markets can be analyzed and 


evaluated so that the industrial publisher can: 
. screen “low potential” plants 
. cover all worthwhile plants 


. determine how many copies are 
needed in each plant to be sure the 


publication is available to key men. 


No matter how good a publication may be, if it’s not 
there, your prospect can’t read it. But if effective cireu- 
lation control has made a well edited publication 
available, it will be read by a high percentage of the 


men you want to reach. 


All Penton publications benefit from a continuing 
research program which helps them to make sure that 
sufficient copies of the magazine are available to the 
right men in the right places. That's our way of making 
sure that every advertiser receives his money's worth 


in worthwhile prospects. 


If you would like more complete information on any 
Penton publication, your request will receive prompt 


attention. 


™ PENTON Company 


PENTON BLILDING « CLEVELAND 13, OHIO 


















































Largest Circulation 


=i 
| Cement, Lime, Rock 7-Group Buying & 
' 


section oo 
Every week over 70,000 copres 
are rcad throughout 
the Chemical and 
Process Industrres! | swans tress 


Recent study of all Chemical & Process Industries magazines 
found CX&ENews received highest regular readership of any 


publication serving this vast multi-billion dollar market. 




















In 12 months, from news releases only, CKENews pulled over 


250,000 inquiries—proof of fast reader action. 





CXENews — the only weekly newsmagazine — puts 
your highly visible sales messages before the 7-Group 
Buying and Specifying Team—the blanket circula- 
tion of: Officials - Works Executives + Engineers + 
Research Directors + Chemists + Consultants + 





Foremen and Supervisors 


Lergest advertising gain (+ 10%) of any publication 
in the field — January through August, 1950. 


At the lowest cost per thousand, your advertising 


becomes a fast-action sales tool in 


CHEMICAL & 
ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 
Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Manogement: REINHOLD PUBLISHING CORP. 

330 WEST 42nd STREET, NEW YORK 18, N. Y. 
CHICAGO @ PHILADELPHIA © CLEVELAND @ DALLAS 
SAN FRANCISCO @ LOS ANGELES @ SEATTLE 


Research Directors 











Storage & Dry Batteries: 
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The ACS Publishing Program 
your markets in the ° 


Your products advertised in Analytical Chemistry meet the Buying and Specifying 
Chemists and Engineers who deal with problems that range from laboratory analysis 
to important Development Work in Atomic Processing. For Analytical Chemistry is 
a part of the work atmosphere of these men who work with, buy and specify involved, 
highly technical instruments. Choose the comprehensive ABC circulation of Analy- 
tical Chemistry to focus your sales story before these industrial laboratory specialists. 











the only industrial laboratory 


nn a 
workmagazine for control, 
analysis and instrumentation ! 


JUBILEE 


A4merican 
Chemical 


Society 


ANALYTICAL CHEMISTRY 


WORKMAGAZINE OF THE INDUSTRIAL LABORATORIES 





Published by: THE AMERICAN CHEMICAL SOCIETY 
330 WEST 42ND STREET, 
CHICAGO + CLEVELAND + DALLAS +: SAN 


INDUSTRIAL MARKETING, October, 1950 





_enables you to pinpoint 
‘Chemical & Process Industries 


At the point of origin, Chemists and Engineers responsible for developments, altera- 
tions, replacements and operations, must have Industrial & Engineering Chemistry’s 
comprehensive workmaterial. Each issue of Industrial & Engineering Chemistry is 
a chapter in the continuous handbook of chemical engineering developments and 


operations. 


You’re assured of selective, effective coverage when your advertising reaches the best 
balance of circulation among the 7-Group Buying and Specifying Team: Officials - 
Works Executives - Engineers - Research Directors - Chemists - Consultants - 
Foremen & Supervisors. 











the only workmagazine 


for chemists and engineers 


in development, design & production! 


INDUSTRIAL & EERING CHEMISTRY 


WORKMAGAZINE OF THE CHEMICAL AND PROCESS INDUSTRIES 





Advertising Management: REINHOLD PUBLISHING CORPORATION 
NEW YORK 18, WN. Y. 
FRANCISCO +- LOS ANGELES + SEATTLE 
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One Magazine— 


ATLANTIC 
FISHERMAN 


Specializes in Serving 
FISHING BOAT OWNERS 


of the East and South 














Editoric! Appeal 


Audited Circulation 


I 


Atlantic Fisherman, Inc. 


Golfstown, N. H. 


New York Representative 
KENNEDY ASSOCIATES 
60 Eovt S2ed Street New York | 


Pach Coast Representative 
NOURSE ASSOCIATES 


412 W Sicth Street Empire Buldog 
Les Angeles |4 Seattle & 


Member 


Netone! Bus ness 
Publications 


Controlled 
Corculetion Audit 








Trends 


A review, by business poper editors, of industry condi- 


tions that may influence industrial marketing procedure. 


Hospitals Need to Expand 
Plant and Equipment 


NEW $2,500,000 Xavier Hospital at 

Dubuque, la., represents latest think 

ing in small hospital design. Photo by 
Hospital Management 


Some new thinking has been behind 
the appraising eyes the public has been 
casting at its hospitals lately. It is « aused 

the threats of war all.out war. the 

of war which will put every man 

on and child right in the front lines 

that sert of thinking which makes 

ery hespital a potentially important 
nit in all-out defense 

What will come out of this sort of 
thinking There is the likelihood that 

ery hospital will want to steckpile not 

niv the « ipplic * mecessary tor the care 
of large numbers of injured but also it 
will want te prepare facilities for 
lenly great expansion of needs i 
wav of shelter. No doubt if anything is 
slong this line it will be done with 
the aid of federal financing and guid 
nee 
lust what form will this sert of ex 
mesron take No loubt it wor ld Te 
iire a new sort of architectural think 


ng. perhaps the development of dual 
purpose space——space which can be 
ised for storage, perhaps, and be turned 


nie patient care wards if needed quia k 


mkenmg m the de velop 
diagnostic and thera 
pment for the proper care 
This means that hospitals 
will « tinue to be, more and 
health centers of their com 
particularly if the patient is in 


tative 


There is a distinct trend toward the 

mstruction of buildings adjacent to 
hospitals for doctors’ offices l makes 
sense. The doctor can supervise the care 
of his patients more adequately, he is 
more often available for emergencies, he 
can spec ialize more readily, he can most 
easily turn his patients over to other 
dectors for periods when he wants to 
take refresher work, special study o1 
go on vacations...Fravxk Hicks, execu 


tive editor Hostal Vanagement. Chi 


Trucking Business, Up This 
Year, Sees More of Same 


In America’s current world economic 
and military mobilization. motor truck 
tonnages are hitting new peaks. Nothing 
foreseeable for the balance of 1950 could 
reverse that trend 

Ever since business got more lope ful 
last spring the demand for more trucks, 
und everything to keep them running, 
has astonished the experts caught some 
flat-footed 

In the first six months of 1950 Ameri 
can business, including trucking, bought 
more than 654,000 commercial motor 
vehicles at a total wholesale value of ap 
proximately $812,000,000. The number 
of five-ton and heavier trailers shipped 
to users in that period was 20,650 for 
1 total value of $70,946,000 

Meantime tire for trucks 


passed 6,793,200, and trucks consumed 


casings 


(8,127,000 barrels of motor fuel during 
the first four months of the year. For 
the same period, total value of wholesale 
parts and accessories sold to keep nearly 
8.000.000 trucks “rolling” was $176,890, 
000 

But, in July, Korea touched off a 
pick-a-pack boom as private industries 
and trucking companies moved to equip 
for anticipated new volumes and possible 
shortages in materials and equipment 

Truck industry men hesitate to predict 
for the balance of this year, but it seems 
mprobable that military orders using 
great amounts of steel will be in pro 
luction and will have impact on truck- 
e before 1951 Leon F BANIGAN, 
liter, Fleet Owr New York 


n 


Roxworthy Joins ‘Hardware Retailer’ 
Thomas J. Roxworthy, Sr., has joined 
the Chicago office of Hardware Retailer 


erve midwestern accounts 
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THE 
SPOT 
Murr! E ‘ i | 7 | 


PIT and QUARRY 








14,363 | 
81.70 Pit and Quarry 


538 S. CLARK ST. + CHICAGO 5, ILL. 


show high readership of 


AMERICAN 


This readership study is the first survey 
conducted by The Advertising Research 
Foundation for any publication serving the 
The Advertising Research Foundation has light construction industry. 


just made available its study of the February, t d f . ta D ed 

1950 issue of AMERICAN BUILDER. It is the teaders of AMERICAN BUILDER are lo- 
second publication - the only one in the build cated in nearly every community through- 
ing field—to be surveyed in this Continuing F - 
Study of Business Papers out the country; and they are the factors 





FOR RELEASE AUGUST, 1950 


This undertaking was sponsored by the who control specifications and buying in 
A.B.P., A.N.A., A.A.A.A., and the N.1.A.A ‘ ad d — ond 
Field survey work was conducted by Alderson new construction, modernization, an 


& Seasons, Inc., under the Foundation’s su maintenance in the residential , commercial, 
per vision > 
The data covered by the survey includes and farm fields. 


the extent of readership of advertising and This second in a series of A. R. F. studies 
editorial; determination of ‘‘ qualified read 
ers"’; how copies are received; readers’ buying 
power, description of sampling method used 
together with a reproduction of the tested 
lasue 


You will find the report of value for study 
and for reference To insure rec eipt ofa copy A M a R ] C A " 
order yours today through any of the organi 
zations listed above, from the Advertising 
Research Foundation, 11 West 42nd Street 
New York 18, or direct from your nearest 
AMERICAN BUILDER office 
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A.R.F.* study 
advertising in 


BUILDER 


*An Advertising Research Foundation Study 


of Business Papers examines primary ad- 
vertising media values. The study was de- 
signed to determine three factors about and 
for AMERICAN BUILDER and its readers: 

1. Actual readership 

2. Potential audience 

3. Specific data about the readers 
The results gathered in the study demon- 
strate the retention value of advertisements 
in AMERICAN BUILDER. The study illus- 
trates the selling power of each manufac- 
turer’s sales message. 


79 W. Monroe St., Chicago 3 

30 Church St., New York 7 
Gh, * ANN ARBOR, MICHIGAN 

© SEATTLE, WASHINGTON 

© LOS ANGELES, CALIFORNIA 

* DALLAS, TEXAS 


The Copy Studied, February 1950 


9 .. .0f the readers 
% interviewed remembered 
seeing one or more 


of the advertisements 
measured 


.. .0f the readers 

8] % who claimed to have 
purchasing influence 
stated that they specify 
or recommend makes 
or brands. 


...0f the home 
89% subscribers interviewed 

stated that they 

read every issue of 


the publication. 


...0f the readers 
16% interviewed remembered 

seeing one 

particular black 

and white 

advertisement. 


fttention NIAA Chapters 


4 colored strip-film presentation il- 
lustrating the results of this Study, as 
was presented at the NIAA national 
meeting in Los Angeles, is available 
for individual chapter showings 


Chapters interested should contact 
their headquarters office in New York 


A SIMMONS-BOARDMAN PUBLICATION 
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a cross-section’s no good 
when you're seeking sales 


In your sales records, you can easily distin- 
guish the contractor who uses 100 units of 
your produ t. from the contractor who uses 
only LO units 

But it’s harder to tell one from another 
among the names that represent a trade 
paper's circulation. Most circulations are 
cross-sections of the industry. That's why 
it's hard 

In fact. the job is so hard that only one 
paper in the plumbing-heating industry 
gives you assurance that it is reaching the 
important contractors, the buyers, the ag 
gressive merchandisers. the men with the 
best credit 

Only one publication in the plumbing- 
heating field defines its circulation, tells you 
how many of its readers are merchandisers. 


are rated, have stores, place newspaper ad- 


vertising, ete. Editorial content, readership 
and service-to-advertisers are equally out- 
standing. 

Thats PLUMBING & HEATING BUSL 
NEss. 

Moreover. PHB gives vou over twice as 
much audited circulation among industry 
contractors. 


@ PLUMBING: HEATING BUSINESS 


Grand Central Terminal Bidg., New York 17, N. Y. 
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nere’s Another 







_ record! 9,908 ! 


37.4% returns from Why, that’s more 
reader questionnaire REPLIES than 
in ONE issue! any other railway 
9,908 replies! publication has 
¥y F ' SUBSCRIBERS ! 
) re 
© Yes, MODERN RAILROADS Gets more questionnaire returns from one issue than 


| ony other railway publication has subscribers ! 





Here are a few of the mony facts available to you from this extensive readership 


survey 


93,905 Railroad Men Read 
MODERN RAILROADS! 


@ 21,666 Executive and Operating Department readers! P\ 






@ 5,489 Purchases & Stores Department readers! » 
@ 30,249 Mechanical Department readers! “ 


@ 29,971 Engineering & Roadway Department readers! 






@ 6,530 Locomotive & Car Building and Miscellaneous readers! 


Thousands of other facts brought out in this survey as they relate directly to your 


business are available to you in the new Market Guide to Railroads. WRITE FOR 
YOUR FREE COPY TODAY 


Why You Will Want 
This Booklet— 
Market Guide to Railroads’ 


ow never tow such © concise picture of 
Ce ee 


miles of trock, numbe ‘ 
™ em ond eo! 
mb. freight ond prisenge 








201 NORTH WELLES STREET ° CHICAGO 6 LLINO'TS 


Latin America 
een Profiting 
n War Threat 


Raw Materials Bring 
Wealth to Nations 


Industrial development of Latin America 
tands to receive fresh aimulas from the 
threat of a mew war, co says Edmour 

R. Germain, Financial Writer in the 
York World Telegram & San 


Like other raw-material producing areas 
Latin countries are rapidly strengthening 
their exchange positions from the sale for 
dollars of strategic materiale. But, Me 
Malaya and 


other regions must send their profit. to 


Cermain points out, while 
investors in Ea ». the Latin countries 
retain their profits for their own invest 
ment in industrial machinery, the bulk of 
which is purchased in the United States 


However, war threats are not the only 
factor in Latin-American industrial ex 
pansion, The four post war, “peace time” 
years between 1946 and 1950 have seen 
the most rapid rate of growth in Latin 
America’s quarter centary history of in 


dustrialization 


Ne doubt about it, next year will be one 
of unparalleled opportunity in Latin 


American markets for American firme 


whe are prepared to take advantage of it 


HERE I$ THE 
MARKET 


~ \ 
e @y 


| 


TEXTILE MACHINERY 


SALES) |.” 


is the journal which 
helps te get them 
economically. 


it sells them becouse 
it “talks their lengeage.” 


S70 7th Ave.. New York 18, N. Y. 


Problems 


By KEITH J. EVANS 


Two Key Points to Remember 
for on Industrial Exhibit 

We very rarely toke port in on industrial 
exhibit. We now have one or two scheduled 
for the coming months and while | om gen 
erally familiar with the routine and the cur 
rent exhibit practice, | would like to hove 
your recommendations or warnings regarding 


a wv 


typ:cal problems 


lL nder the circumstances there are 
mily two suggestions which are prob 
ably worthwhile emphasizing 

|. Try ‘for a high point of interest 
and action. If you can possibly have 
your product in the course of con 
struction or preferably completed and 
in some interesting action, you will be 
well served. Perhaps you can arrange 
which will 


prove the superiority of your product 


for some dramatic test 
But whatever vou do, get action 

If vou have a large enough sales 
staff, place your men on duty for 
short periods and give them a set rou 
booth 


showing them the action or demon 


tine inviting guests into the 
stration, asking them to register for 
new data that is in preparation o1 
something similar. Do not permit your 
men to merely man the booth, to sit 
there idly just in case someone should 
ome in and ask for information. Pet 
haps more exhibit money is wasted 
through this passive method than in 


inv other way 


How to Prove to Management 
that Advertising Pays Off 


| still have difficulty getting management 
to understand the basic principles of indus 
trial advertising, and it seems almost impos 
sible for me to even prove to them that in 
dustrial advertising pays. They do it more os 
a defensive method to keep up with the 
Joneses, but thot is all. Yes, | merchandise 
my advertising to them, but do you hove any 


other ideas ?—Ad ' 7M 4¢ 


Evidence of the effi acy of indus 
trial advertising is mounting fast. A 
number of very good articles have 
been written over the past years in 
INpusTRIAL MARKETING that manage 
ment should be willing to accept 


\ vear or two ago LU. 5. Steel pre- 
pared a still film which was satisfa 
tory to their management proving the 
value of industrial advertising. 

More recently, Putman Publishing 
Co.. 737 S. Michigan Ave., Chicago 
co-sponsored a film with the National 
Industrial Advertisers Association 
1776 Broadway, New York. Entitled 
“The Radar of Selling,” the film runs 
24 minutes, and is quite effective. It 
is filled with practical case studies, 
definite results and should prove very 
helpful, and is available through the 
NIAA or Putman Publishing Co 

In spite of this national evidence 
you must also work to secure your 
own case studies, measure your own 
campaigns so that your management 
will have evidence that not only does 
industrial advertising pay but that 
your particular brand of industrial ad 


vertising is paying well. 


How Ad Campaigns Can Keep 
Pace with Changing Times 

We hove found it difficult to change our 
advertising theme as quickly as we should 
from war to peace and bock again, from 
shortages to plenty and back to shortages 
agoin 

In spite of everything we con do, we seem 
to be just a little behind the procession. Do 
you have any recommendations for improve 
ment? How do the smart boys keep their ad 
vertising abreast of the times? —Ad 


It is true that conditions have 
changed so fast that it is difficult to 
keep your advertising up-to-date. par 
ticularly if you are working on rather 
heavy material that requires a great 
deal of advance planning. If your ad 
vertisements are more on the super 
ficial side, of course, it is easier to 

change quickly 
One method used by several com 
panies is always to have in process a 
parallel series of ads. One series foes 
along on the usual competitive basis 
the other series stands by for the 
emergency. The standard ads can 
run on the regular schedule. If you're 
late or have policy problems, insert 
the special news type or current situa 
(Continued on page 28 
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Everybody knows where purchases 
originate 

~, in the 

<Process 


Zs 
<> Industries! 


Process engineers work on the Q.T.—they're secretive tech- 














nicians who dare not divulge their plans or chat with out- 
siders about new processes upon which they're working 
Consequently, your salesmen seldom know what's going on 
inside a plant or who make up the team that's deciding on 
specifications preliminary to the placing of the order 


Bur this does not mean you must miss out on “inside” speci 
fication conferences. In the process industries, there's a super 
alesman who will tell your technical sales story fully, faith- 
fully to the right men in the right plants. Known to process 
industries specifiers for 35 years as Chemical Engineering 
Catalog, it will occupy a place of preference in 17,500 offices 
in over 12,000 Dun & Bradstreet-rated plants. Primed with 
illustrations and text, CEC stays next to your important 
prospects and customers 365 days each year 


Because CEC sells and tells without talking, it is consulted 
in confidence by men responsible for allocating hundreds of 
millions of dollars annually for new facilities, for plant 
maintenance, and for development and research. If you want 
a bigger share of process industries business, talk with your 
Reinhold catalog representative now. He will tell you how 
your new catalog can be made to produce maximum sales 


results 


Super-Salesman for sure! 
1950-51 edition of Chemical 
Engineering Catalog contains 
1654 pages of product facts and 


Pa a technical data supplied by 466 


leading manufacturers of processing, 








general engineering, manufacturing 
equipment and materials of construction. 


CHEMICAL ENGINEERING CATALOG 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 








CHICAGO + CLEVELAND + BUFFALO 
DALLAS «+ SAN FRANCISCO + LOS ANGELES «+ SEATTLE 
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see your nearest American Machinist 
representative for facts about 
this study... for information on 


its availability... for proof that, 


if you sell to Metalworking, 
American Machinist 
offers you 


TOP 
ADVERTISING 
VALUE 


THIS IS A GOOD PLACE TO DO BUSINESS WITH 


D THE ASSOCIATED 
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Now you can really know the kind of editorial and advertising information 


production executives in America’s biggest industry want and seek. 


This third survey in the Advertising Research Foundation’s “Continuing Study 


of Business Papers” offers you new and impressive evidence of the intent and 


thorough readership business publications attract. 


High editorial readership and excitingly high advertising readership . . . all 
the way through the magazine . . . are outstanding results of this carefully 
controlled, scientific, and impartial study of American Machinist. 


We are glad that we have been able to contribute so fully to the ever-widening 
evidence of the sales power of the industrial press. And we are particularly 
glad this A.R.F. study of American Machinist makes available to you, for the 
first time, a wealth of impartial and scientific evidence with which you can 
chart a more productive advertising program in selling to Metalworking . . . 


America’s biggest industry. 


DisTRiIcT OFFICES AND MANAGERS 


ATLANTA 3 
R. Maultsby, 1311 Rhodes-Hoverty Building, Walnut 5778 


BOSTON 16 

J. H. Koch, 1427 Stotler Building, Hubbard 2-4911 

CHICAGO 11 

Ray Deen, John P. Tiebout, 520 N. Michigan Avenue, Whitehall 4-7900 


° CINCINNATI 8 
American Robert H. Anderson, 1110 Delta Avenue, East 6110 


Machinist CLEVELAND 15 
R. H. Burke, R. H. Anderson, 1510 Hanna Building, Superior 1-7000 
DALLAS 1 
J. H. Allen, First National Bank Building, Prospect 7-5064 
DETROIT 26 
Philip G. Weatherby, 2980 Penobscot Building, Woodward 2-1793 
LOS ANGELES 17 
Carl W. Dysinger, 1111 Wilshire Bowlevard, Madison 6-4323 
NEW YORK 18 
G Peppert, Jr., G. Krimsier, 330 West 42nd Street, Longacre 4-3000 
PHILADELPHIA 3 
David G. Jones, Architects’ Building, 17th & Sansom Streets, Rittenhouse 6-0670 
PITTSBURGH 22 
R. H. Burke, 738-9 Oliver Building, Atlantic 4707 
SAN FRANCISCO 4 
John W. Otterson, 68 Post Street, Douglas 2-4600 


BUSINESS PUBLICATIONS 
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You'll get Results when you advertise in Ceramic’ Industry 


LIBBY OWENS FORE HOTPOINT CORNING GLAS 
ROWLER of KOWMLER HOMER LAUGHLIN MOSAI 


a me A tm poe Ss oe ee le 


et RM ra eee ee 


CERAMIC INDUSTRY 


South Wabash Avenue. Chicas 


Continued rom page « 4) 

tion advertisements which can replace 
the standard ads (if you can make the 
deadline } 

However, even with the standard 
series. you should be able to quickly 
include a qualifying paragraph to 
reflect the current problem 

It might also be well for you toe 
check your current sales « orrespond 
ence. It is even more important tor 
our letters to keey pace with the 
hanging times. Frequently, we find 
hat sales correspondence departments 
ure also slower to respond than the 


nivertisin lepartment 


Letters t 


Centir 


o the Editor 


jrom page l 


and the American p iblic at large. } 
ill reports | have heard, they have has 
that kind of respect from the fair vi 
tors lous B. Roocers, vice-president 
Fenshelt Co 
The editors have no argument with M 
Rod ge rs ‘ tn story on 
foreign industrial exhibitors were disaj; 
pointed wth fair attendance an 1 belie 
fair management did not supply enoug/ 
tdvance promotion, INDUSTRIAL MARKt 
uch fr s fo cover news of 
dustria advertising and selling 
“ly intended 7 
intlicted none 
und hopes that discover 
and discussion of any flaws in this yea 
lair will help its management to put ¢ 
a better fair and will help exhihito 


marketing job nex 


Conference Leaders to Get 
‘Color with Charts’ Article 
lo Tue Enrror page 44 of vo 
September issue, you have publishe: 
very mileresting arti le by T. R. Lovie 
on the use of color in chart board work 
We believe that this would be of interest 
te ur conference leaders and we shoul 
like te reprint it as one im a serie 
letters regularly ssued to these me 
May we have your permission to re 
print Ch course proper credit woul 
be given 
a matter of information, the 
= quite imited possibly rheot 
mere than LOO STL BENRAL CH 
sistant t the ector industria 
Sun Oil Co 1") 


delphia 


RB&W Promotes Burdsall 
Rebert H Burdsall tormer 
Chester, \. Y district manager. has 
en named t 


er of market develo; 


ment and advertisin Russel & Ward 


Relt & Nut ¢ ort Chester 
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Your avetiganent ip 


ae 


~ 


@ If you have available any metal or alloy 
y y y 


whether ferrous or non-ferrous . . 


If you have available any method, process 
or equipment which will increase production 
or result in economies in metal use . . 


Your metal or method advertised in Metal 
Progress will reach 20,036 eager searchers for 
exactly such items. 


Under today’s shortage and scarcity condi- 


tions, mo one in the metals industry is more 


TO SPEED THE SEARCH fo; new and sub- 


} 


5 
ae j 
(7 


Progress 


REACHES 20,036 
EAGER SEARCHERS 


for 


NEW & SUBSTITUTE 


metals and 
processing methods 


important to production than the metals 
engineer. 


Not only is his expert knowledge con- 
sulted in the search for new and substitute 
metals, he also is consulted on methods of 
processing . . solving shortage problems is his 


responsibility. 


You reach 20,036 metals engineers, just the 
type of searchers you want to reach, in Metal 
Progress . . and at less cost than in any other 


publication. 





Metal Progress 





stitute metals and processing, the Jonvery 
issue of Metal Progress features ao Product 
index Section. 


IT’S A TIMELY SPOT FOR YOUR ADVT. 
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7301 EUCLID AVENUE ° 
LARGEST AND LOWEST COST CIRCULATION IN METALS ENGINEERING 


CLEVELAND 3, OHIO 


29 





Advertiser preference can only 
be caused by reader preference. 


Contractors and Engineers Monthly carries more 
advertisers and more exclusive advertisers than 
any other monthly in the field. 


_ a . 
"nag “eo” 


the NEWSpaper of highway and heavy construction 


Address 470 Fourth Avenue, New York 16, N.Y. for 
a sample copy. 
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the first 45 years 


of teamwork... 


Last month in New York, bankers from all over America, 
and abroad, celebrated the Diamond Anniversary of the 
American Bankers Association. These bankers and their 
wives were the guests of the New York Clearing House banks. 

The big business of the crowded four-day convention 
program banking's role in promoting the well-being of 
our national economy. The program included . . . Treasury 
Secretary John W. Snyder, Columnist George Sokolsky, for- 
mer A. B. A. President A. L. M. Wiggins, now chairman of 
the Atlantic Coast Line Railroad, Finance Professors Dr 
Marcus Nadler and Dr. Jules 1. Bogen of New York Uni- 
versity, another former A. B. A. President Robert M. Hanes, 
now Director of Economic Affairs for Germany, M. J. Rath- 
bone, director, Standard Oil Company of N. J., Dr. W. / 
Myers, dean of New York State College of Agriculture, and 
many others 

The busy bankers explored many subjects covering busi- 
ness, community, individual and government agriculture 
and farm credits, home financing, investments and opera 


aa" 


: of timely articles and qual- 
guthors. See how BANKING 
@ 4ip for easier reading — 
helpful departmentaliza- 
many special features. 
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tions. The banker must keep well informed . . . therefore his 
association must keep active on many fronts. 

The American Bankers Association membership in- 
cludes 98 percent of all banks. For 75 years it has provided 
the machinery for the exchange of ideas and experiences 
among bankers, including the world’s two greatest adult edu- 
cational organizations, the American Institute of Banking 
and The Graduate School of Banking. 

There was hardly a day in these first 75 years which 
didn't present challenges to the banks of the country. In 
meeting these, one of the most useful of the many A. B. A. 
services has been its magazine, BANKING. Packed with 
varied material, edited for fast, purposeful reading by busy 
executives, it is literally a bankers’ convention in print 12 
months of each year 

Each month, the executives and ¢ yees of every 
bank study BANKING thoughtfully .. . to er fulfill their 
responsibility to their depositors and com ity 
BANKING, /ourna/ of the American Ban Association. 


“i Dat 
oes OFT 
9 re nm me 
“ 








The time and place to sell materials, 
parts and finishes is in 


Materials & Methods 


where over 18,000 paid subscribers concentrate 
on editorial content that deals exclusively 
with the materials problems of product 

design and manufacture! 


You score a direct hit on more than 18,000 materials engineering men every time 
your sales message appears in M & M. No other publication guarantees you such 
bsol f i f il . | fi hone PRODUCT MANUFACTURING INDUSTRIES 
ana iute Minimum Of waste circuiation if you se materials, rts or nisnes to 
pe served by M&M 


the product manufacturing industries 
Automotive products and parts 


Materials engineering men subscribe to Materials and Methods for just one reason 
It is their sole source of authoritative editorial content dealing exclusively with the 





materials problems of product design and manufacture. 





In the hard goods or product manufacturing industries, the materials-specifying 





function is exercised within 5 Technical Title Groups tone Raph ~ : 
Technical Management Men - Engineers - Designers oy 
Metallurgists » Plant Production Men _-y~ . pees 


But only segments of these five groups, important to you and to M & M, perform 
the materials-specifying function. These are the men who must solve the materials 
problems of product design and manufacture these are the men who give M & M 
the largest concentrated materials-specifying audience in the world. These are the 


materials engineering men you want to sell 


Materials & Methods 


The Magazine of Materials Engineering 


imerne 2 martet place 
* Gugrecer+a”g alerted: 
pert: amd hawvhus 


eee ee! —_—_ —— Se ee eee me 


moashiy meeting place A REINHOLD PUBLICATION 


ver 18.000 mee wot 


“perform the material 330 West 42nd Street, New York 18, N. Y. 


Pevsiyemg functeoe om the 
sae ~~ 4. yeaa Philadelphia + Clevelamd + Chicago * Dallas ® @® 


radu trees 
Los Angeles * San Francisco + Seattle 
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DE-MOTHBALLING of ships, planes and guns marks major difference between Pearl Harbor and Korea. Bigger supply of 
such war equipment will alleviate dislocati f U. S. economy including advertising 


Effect of War on Advertising 


How does industrial advertising's position differ today as compared with Pearl 
Harbor and the years before? What will happen to that position if Korea con 
tinues to be localized? Or flares into World War III? The important factors 
involved and their effect on the future are analyzed by the publisher of Industrial 
Marketing and Advertising Age in this address at a meeting of the Chicago 
Dotted Line Club 


By G. D. CRAIN JR mcitioned for use agai While the citizens of America are 


In the second place, the national in slways prepared to make sacrifices 

come is tremendously increased com when necessary to the support fa 

—™ IMPORTANT thing re pared with 1939 and other prewar cause in which they believe, it is en 

member now is that we cannot vears, and that means that we may be tirely possible that the burden of war 

sure that the pattern of advertising ible to support a war economy without production may be carried without 

luring World War II will be repeated the strain on our facilities experienced serious dislocations of the domestic 
the event of another general con n the 1941-1945 period It is esti economy 

nated that we may be able to carry That doesn’t take into account the 

or one thing. our productive ca m extensive military operations at an psychological factors represented by 

itv is immensely larger. In addi idditional cost of $30 billions a year scare buying, hoarding, etc. We al 

nany of the ships guns. | anks If this is the case. it will mean a diver ready have seen some of the effec ts of 

planes used in the last war are sion of less than 15°% of national in this in overbuying of steel and the 

e brought out of moth balls and come to this purpose Continued on page 149 
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YOUR INDUSTRIAL sales movie may become an “orphan” unless you find the answers to some basic marketin uestions 
@q 


first. You must know about market research, distribution, promotion 


Is the Sales Movie Birth Rate Too High? 


By J. C. GIBSO 


A 


WORLD WAR II put many of us 
in the movie business for better or 
worse 

The lure was the remarkable su 
cess of the armed services in using 
movies for a tremendous variety of 
training purposes Movies helped 
teach illiterate G. L.'s how to read and 
write. Movies helped train troops and 
technicians how to operate radar. 
ships, guns and tanks 

Management— and its sales and ad 
vertising executives—were impressed 
The speed with which this potent 


HEAVY EQUIPMENT is expensive to operate, requires close scheduling on big medium got ideas across in the serv 


movie productions. Mistakes are costly So know the film's purpose, audience wes persuaded management to put 
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movies to work on a larger scale in in 
dustry. Several thousand motion pic 
tures a year began unreeling—with 
institutional, public relations and di- 
rect selling messages. The l6mm 
movie became really popular for the 
first time since its introduction in 


1923 


Left Out Marketing 


Then complications set in—with a 
lesson for all of us. As the number of 
industrial film producers mush- 
roomed, some of the new producers 
made mediocre films for ill-advised 
manufacturers who were swept over- 
board by the very thought of making 
a movie. Some of these producers 
dropped out of business, even as their 
competitors, old and new, were form 
ing a stronger and better industrial 


movie industry 


Some manufacturers were disillu 
sioned. Some, who were pleased with 
the technical excellence of their films, 
found them gathering dust on stor 
These 


manufacturers were failing to apply 


age shelves. What was wrong / 


the same marketing principles to mak 
ing a movie that were applied in the 
use of other advertising media 
Industrial marketing has become 
a science calculated to remove as 
many obstacles as possible before 
manufacture and attempted distribu- 
tion of a product. Today a company 
seldom risks a new product without 
using that science—without carrying 
out a market survey. a well-defined 
distribution plan and a well-timed ad 
vertising and publicity plan 
Manufacturers whose movies 
flopped had by passed these steps had 
made movies with little thought to 


their audience purpose distribution 


and timing 


\ con pany that sponsors a movie 
must apply a certain svstem of checks 
and balances—whether the company 
has its own movie produ thon unit of 
whether its advertising department or 
agency contracts with a professional 
l6mm motion picture producer for a 
movie. This system of checks and bal 
ances closely parallels a market study 
for a proposed new product 

Today, despite the fact that good 


movie producers provide consultation 


PRODUCTION outline at right clari- 

fied the purpose, distribution and audi- 

ence of GE movie, “Meter with a 
Memory.” 
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for thus marketing a film, 


many industrial sponsors are making 


service 
movies—movies that will become ex- 
pensive orphans—just because some 
one decided to make a movie and left 
it at that. 

The birthrate of such movies is too 
high. But the birth rate of well 
planned movies is too low. 

How, then, do you decide whether 
to make a movie? As a start, you find 
the answers to these questions: 

|. What is the size and location of 
your movie market (audience) ? 


Movies are good when aimed at a 
broad, scattered audience that you 
want to influence with dramatic dem- 
onstration of a product, process or 
ideology and that you cannot reach 


easily with personal demonstration. 


E Exposure Meter 


tyle for Narration 

Production Locations 

> Tentative ‘roduction 
Treataent outline 


Master script 
Final print wanted 


checule 


Films, because they can rationalize 
and emotionalize, are wonderful “at- 
titude changers.” 

2. How much prestige do you want 
and with whom? 

Even when the sphere of influence 
to be reached is small, and just a few 
key buyers or thought leaders can 
swing your big objective, you some- 
times need to impress them with the 
highest form of selling impact. This 
might be obtainable only in an effec- 
tive motion picture. When the stakes 
are high, even an expensive motion 


picture (in terms of per-viewer cost) 


may be entirely justified. 
3. What type of sales story does 
your product require? 
Sometimes it is necessary to present 
(Continued on page 96) 
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follow 


First week in February, 1%9. 





GLASS BLOWER CHAMPION John Olson turns out intricate shapes and pulls UNION Carbide teaser: “Water can 
the biggest crowds at H. S. Martin & Co. exhibit at the annual National Chemical disintegrate this wax. Can you?” Photo 
Exposition by Putman Publishing Co 


Blowers and Bubbles Stop Chemical Buyers 


How to pull crowds at a trade show 


By BOB AITCHISON ng out intricate glass shapes. Star by 20 or 30 framed color transpare! 
the show, which was repeated at cies of Podbielniak products could be 


half-hour intervals, was John Olsor dramatically shown in salon style 
FEMADE SHOW exhibitors ‘ 
| ae Fe t tne conte ol the nation s top tt . The next problem ot how to show 
take strides im learning | 
‘ oe os iss blowers the “art work” was solved when she 


- heard th nuch o e inter rane 
dn 1850 Art Gellers ard that much of the interior par 
ing of the old Pullman home had been 


“play space This is the 
ved from viewing 
at the American Che We want a trade show exhibit. but 

« Sixth National Che ‘ t musn't look like a trade show ex 

held last month at the C1 " was the probable thinking l« 

Podbielniak, Chicago, display 
ed Pod-beel-knee-ak The 
ch manutacturers pro« 


; liquids and ases At this pom Amili \ssociates 


gathering dust for the last 50 vears | 
a small-town ware house sore 4) oF 


60) miles from Chicago 


Change of Pace 


nto the past to trans Chicago exhibit builders entered the 
1 luxurious interior picture to execute Mrs. Podbielniak s 
sleeping car deas and add a number of their ow 
The finished salon included ancient 
m”@ Vases, ornate kerosene ps 
wacock stvle f place screens 
f the exhibit utilized the old 
the mansion’s Gold 
Even the old cast iron fencit 
the Pullman grounds found wt 
way into the exhibit—to mark the 
boundaries of the display space The 
result in effective change of pace 
that stopped visitors by the hundreds 
A booth built of soap bubbles dic 
» good job for the National Aniline 
Division of the Allied Chemical and 
Dve Corp. The company. which was 


iugging Nacconal i svnthetn soap 
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19TH CENTURY 


“living room including 


paneling and iron fence from old Pullman home 
houses Podbielniak transparency displays 


used the old “water-taucet suspended 


in-air” gag to build a back-panel and 
a front supporting column of m llions 
of soap bubbles. Compressed air in 
jected into containers of solution at 
the botton 


created the 


panel 
bubbles and forced them 
up through vertical pipes The 


of the column and 


pipes 
were concealed as the suds overflowed 
the open tops, to slide down by 
around the 


gravity 


outside pipe walls 


Shots of Shapely Suds 


BR 


heity 


Price 


nanagey 


National Aniline s pub 
played th nele as 


landed 


i shapely suds 


popular appeal to the hilt 
cheese-cake shots of 
surrounded bathing beauty in three of 
the four Chicago daily newspapers 
Not content with this, he sold WNBO 
Chicago's NBC television outlet 


idea of telecasting a short m« 


on the 
vie show 
would bathe in the vear 
2.000 ALD The gag \ 
workmal 


ing how people 
filthy -dirty 
of the 
i split second 
spick ana 


with clean 


walks into one sic 
panel of suds, and ir 
emerges from the other sice 
span it 
hands and face. Gag-master Price did 
the trick with 

Other exhibitors, whil 


spotless clothes 
identical twins 
offering less 


spectac ular displays nevertheless did 
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top flight jobs of showing and demor 
strating equipment and supplies 


Link-Belt Co 


, Chicago, operated a 


conveyor which eased colorful plastic 


molding powder up a comparatively 
steep imecline 

W atford Chemical Co.. Le 
plaved a king-size 


high The 


times, represented a molecule of Gly 


ndon dis 
molecule six feet 
model, magnified 6.400 
cera, 


Goldfish—and 


water cas ading dowt 


chemically treated 
back 
aquarium told a story 
for Wright Chemical Co p.. hicago 
The story Pene 
chrome Z.” a corrosion inhibitor, cer 
tainly won't be injurious to workmer 


with it { it 


a plastic 


panel into ar 


water treated with 


who come in contact 
doesn't harm goldfish 
Lberbach & Son, Ann Arbor 


manulacturer « 


Mich 
f laboratory equipment 
u d supplie - 


used a simple inexpen 


sive exhibit. but at the same time 
managed to inject plenty of action into 
it with a bank of four mechanical 
shakers shaking flasks filled 


with liquid chemicals 


busily 


Lnion Carbide & Carbon 
New York 


a synthetic lubricant, by inviting visi 


tors to attempt to break a solidified 


( orp 


drew attention to “Ucon 


BUBBLE trick promotes synthetic 
soap made by Allied Chemical & Dye 
Corp 


smashing away at it with a 


piece, by 
hammer. The invitation: how strong 
are you’ Water can disintegrate this 
wax. Can vou? 

\ 55-gallon, kraft-liner-board con 
tainer, dangling from a simple hous 
hold tension-spring sé ale, got across a 
good point for Continental Can Co., 
Van Wert. O. The point: the container 
hold a load of 400 
pounds, weighed only 20 pounds 


Atlas Wilmington, 


Del manutacturer of 


whi h would 

Powder Co.., 
industrial 
do double 
duty by running informative copy on 
both sides 


chemicals, made its space 
of revolving back-panels 
The exhibit was designed and built in 

series of ten-foot units. Thus, one 


two of the units can be used for 


-mall space m local trade shows 
Chemists. young and old, were for a 

moment eased back into high school 

days as they viewed the 


exhibit of W. M. Welch Scientific Co 


Che igo 


nd college 
manufacturer of scientific 
schools and 
Welch had injected 
1 touch of nostalgia by displaying a 
Chart of the 


vears has 


equipment for industry 


the government 
ops of the Periodic 
\tomes 


w hic h for heen 


ilmest standard equipment in any 
high s« hool or college chemistry or 


physics lab 








HOW INDUSTRY BUYS MATERIALS 


In menvtacturing industries 
perenne with these funtion) —— > 
portxipate in the percenteges indi MY ~ 


(ated af these steps in the develop 
ment of « purchase” | QAYY 
Motive |. Whe is most ikely to initicte project: leading te pur \ 


chese of material 
A. Te teke adventoge of @ price differential? ! 26.8 
6 Fer change in choracteristics of on established prod 

wo? : 
C. As the result of @ chonge in production process? 
D. for production of @ new product? 


Kind of 2. Whe wrveys off ond 4 
Material moke) of material te be wed? 


3 Who sets wp specifications ond stondord: to be met by 
the material? 


Make or 4. Whe wrveys ovolleble mokes or suppliers of the speci 
Supplier fied kind of material ond chooses suppliers from whom 
te invite bids? 


5. Whe eveluates the moterich offered by suppliers for 192 t . J 03 
thelr eccord with specifications? 


6. Who decides which supplier gets the order? 84 }29.8 


“EXAMPLE: in industry generally, when it comes to select 
ing kind (not moke) of material to be used, research per- 
sonnel in 37.6°/, of the plonts ploy more thon on oxce- 
were! Ole 














kind (not 
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Chee of Moke or Supplier Limitedt te 
ONE MAKE 11.0% 


tOee te company preference: or policy in vetting op the specifi ane 


UNLIMITED 77.7% 
required 


TWO MAKES 11.3% 





How Industry Buys 


An important study—and its implications for advertising plies were a 25% return from 5,000 


questionnaires mailed. Statistical con 
trols were used to insure a represen- 


tative sample of respondents, who 


were classified by age. income, edu 


cation, title and function in companies 


ad RE. is no such thing as the By JOHN H. PLATTEN 


L nited States Navy! of widely varied sizes. 


The man who made that alarming Rese Our first finding, which will sur- 


At the 


titre he was eng wed in delivering 


statement was Henry J. Kaiser prise nobody, confirms that many peo 


ple take part in making purchasing 


1) aireraft carriers to the self-same Whict ' decisions. Industrial purchasing, like 
Navy. The statement was addressed to ” ich one of the many different industrial production, is an orderly 


me of his industrial lieutenants who 
was reporting trouble im his dealings 
with “the Navy 
The Navy Mr 
is just a lot of different people Now 


Kaiser « xplained 


tell me. just which one of them are 
vou having trouble with 
In the same sense everyone who 
industry knows that there is 
Steel the 
Carbide, 


. 
Pennsy! 


sells to 
we such thing as | 2 
Bell “ystem, 


General Motors” or the 


l nhion 
vania Railroad.” These institutions 
too, are just a lot of different people 
When it 


comes to selling the question 


people in a given corporation can say 
ves or no 

This is 
answer in a research, conducted un 
Ross Federal 
which has just been 
“How In 
Screntitie 


1050 


1 question we set out to 
der my direction, by 
Research Corp 
published in book form 
Buys.” 96 pp 


New York 


dustry 


American, In 


Based on 1,249 Replies 


The study was based on question 
naire replies from 1,249 technical and 
executives in 


non-technical major 


divisions of 25 leading industries. Re 


procedure. At each step in the pro 
cedure, more than one person par 
ticipates. Thus many people partici 
pate in the many supplementary de- 
cisions that finally result in a pur 
chase 

If this were all we had to report, 
our research would still justify the ef 
fort and expense invested in it. Too 
often, the 


with his eye on the purchase order, 


industrial merchandiser, 
sees only the hand that signs it. Sell 
ing effort. if it neglects the earlier 
phases of the purchasing procedure, 
may miss entirely the key personnel 
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HOW INDUSTRY BUYS PLANT EQUIPMENT 


In manutoctuning industries 


Motive |. Who is most likely to initicte project leading to new 


equipmen’ purchase for 

A. Replocement of old equipment . 
8. Exponsion of capacity 

C. Chonge in process 

D. Production of new product . 





Kind of 2. Who surveys alternatives and é 
Equipment moke) of equipment to be used? 


3. Whe specifies os to size, copacity, etc. of the equipment? 


Make or 4, Who surveys available makes or suppliers of the speci- 
Supplier fied kind of equipment and chooses suppliers from 


whom to invite bids? . 


5. Who evaluates equipment offered by suppliers for thei 6 30.5 


eccord with specifications? 


6. Who decides which supplier gets the order? 


“EXAMPLE: In industry generally, when it comes to spec 
itying size ond copacity of plont equipment, design ond 
development engineers in 38.9°/, of the plants ploy more 


thon an occasional role 


who are responsible for what gets 
written on the purchase order above 
the signature. 

designed, 


depth, 


showing «ho is responsible for each 


But our research was 


however, to get to greater 
decision at ach step in the purchase 
of plant equipment, materials and 
component parts. The full-length vol 
ume reporting the findings presents 
the purchasing pattern in chart form 
for industry as a whole and for each 


of eight major industries. 


4 Steps to Purchasing 


The purchasing pattern shown by 
the study, briefly, is.as follows: 

1. At each step in the development 
of a purchase, authority to make the 
necessary decisions is routinely dele 
gated by top management to those 
best qualified to evaluate the perti 
nent factors. Top management, itself, 
rarely intervenes in the procedure. 

2. To those charged wth engineer 
ing and research functions are dele 
gated the basic decisions regarding 


kind (as contrasted with make) of 
equipment, material or part to be pur 
chased, as well as decisions regarding 
the exact specifications which are to 


be met. The research shows that these 
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kind (not 
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Make or Supplier Limited? te 


ONE MAKE 11.4% 


TWO MAKES 11.6% UNLIMITED 76.8% 


tOve te compeny preferences or policy in setting wp the specifications end characteristics required 


decisons, based on technical consid 
erations, are seldom made by non 
technical people. 

3. Nontechnical personnel enter the 
picture at the point when price, serv 
ice and other nontechnical aspects of 
the purchase become matters of con 
sideration. The critical importance 
of technical considerations is re 
flected, however, by the finding that 
engineering and research personnel 
also enter actively and frequently in 
to this phase in the development of 
a purchase 

4. One purchase in four is made 
after consideration of only one or two 
makes. This 


) ompany preferenc 


limitation stems from 
> or policy in set 
ting up specifications. Specifications 
alone are frequently so exacting as to 
eliminate the great majority of poten 
tial suppliers, if not all but one poten 
tial supplier, and in effect to pre-select 
the company which finally gets the 


order. 


Specialists Are Unique 


These findings, like the first one. 
follow from what we already know 


about the industrial organizations. 


Characteristically, our organizations 


are made up of specialists. Each of 


these is selected for his unique talents, 
training and experience. Each is made 
responsible for that phase of the work 
which he is uniquely qualified to do. 
Brought together in an organiza 


tion, these diverse individuals are 
teamed up to work for a set of com 
mon goals. The result is a vast in- 
crease in the effectiveness of each in 


dividual’s efforts. We finally 


that organizations, like men, constant 


know 


ly change. Allocations of responsibili- 
ty, in particular, vary as time passes 
and conditions ¢ hange. 

One major and recent change in the 
makeup of our organiza- 
tions is indicated by the heavy pre- 


industrial 


ponderance of influence which is ac- 
corded to research and engineering 
personnel in the findings of our study. 
This is in accord with the recent his- 
tory of American industry. We have 
seen our economy enter a period of 
unparalleled expansion, which has 
more than doubled the dollar value 
of our gross national output during 
the past ten years. A host of new prod 
ucts have been launched on the con- 
sumer and industrial markets. 

Less apparent to those outside of 
industry are the truly spectacular 


(Continued on page 158) 
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Six benefits of V-belt drive help determine a market 


DISCOVERING PRODUCT BENEPITS is a basic step in finding your mat 
ket. Of eight major types of benefits that a product can have, this Allis-Chalmers 
V-belt drive has at least six, including increased production 


Increase 
ange speeds without stopping 


mes trom 


Defining, Measuring the Industrial Market 


tk WASTIN By JOHN A. PRIEBE 


potent al users This 


fas 


ea techni 
ne to te determined | 


ire of your product 


Product benefits 


We ar 


Im? 


ire easver to tind 


all familiar with the benefits 


«sible for the industrial produc t. but 
t helps in market researe h to have 
* : hecklist in front of us. Yo 
a rg 2 should be designed to 


whether to « 1. Cut costs 


2. Increase produc thor 


.. Increase sales 
| Reduce maintenance 


space 


Reduce ace 


save 


ft 


Impre ve worl 


empl ves 
henefits Improve customer s products 
yes for a product ofter The more of these benefits vour 
ial study. rangi product possesses the better able vou 


esearch in your will be to define and measure its 
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market—and the better able to adver- 


tise and sell. 


4sk for the Answer 


The next step is to ask the 
But that asking 


person 
who has the answer 
if the job is to be done properly 
should not be by remote control. It's 
often a temptation in survey work to 
confine yourself to the office, buzz for 
the secretary. call in the printer, let 
the mailing department dispatch 
questionnaires, and then sit back to 
wait for the returns. 

lalk to your product users, poten 
tial users, distributors, dealers. Get 
their opinions. 

The job of determining a market is 
complex, often tedious. You should not 
expect to carry out the manifold de 
tails alone. However, it is most neces 
sary that you get out into the field to 
get the feel of the market. Such a 
grass roots” approach will give you 
a better understanding of the informa 
tion that is gathered by those covering 
the market in other areas 

Today, even a specific field or in 
dustry is too complex to permit reli 
ance upon a questionnaire mailing to 
produce accurate marketing informa 
thon 

Don't take notes during vour field 
interviews. It's distracting, and people 
ifraid of a direct quotation. Make 
ous notes the minute vou get 

And don't be 1 il Let 


' k I 


the other fellow do the ta 


The next step INVOLV tedious 


work. is to establish a potential. If you 
feel vourself on shaky t study a 
chapter from one of the ’ " texts 


Markets and 
by Heidis 


\naly «is land Blank 


Where to Look 


for Information 


Enlist the aid of a 
minded person and start «« 
data. For general purp 
such as electric motors 
drives, a useful primary source ts the 
1947 Census of Manufactures by the 
Department of Commerce. So is the 
McGraw-Hill Census of Manufactures 

hig electrical equipt 
good primary 
of Electric Uti 
d States, 1948." | 
Power Lomn 


Where do 


thor 
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1. Use a library reference room or 
a Department of Commerce field of 
fice, if there is one in your vicinity. 

2. Check the bibliography in the 
annual “Statistical Abstract” from the 
Department of Commerce. This book 
is a wonderful source, as well as 
bibliography. Price: $1.75 

3. Write to trade and professional 
associations. A directory of these as- 
sociations is published by the Depart. 
ment of Commerce. Price: 70« 
These Books, Pamphlets 
Will Help You 


Some of the most commonly used 


sources in establishing potentials are 


l. “Business Establishments’ Em 
ployment and Taxable Payrolls under 
Old Age and Survivors Insurance Pro 
gram.” 2 set of booklets by the De 
partment of Commerce. The set, in 
cluding national summary and a book 
let for each state, is priced at $7. This 
is the source most commonly used to 
find a county by county potential for 
general purpose industrial products 
such as machine tools or motors. Since 
most sales territories are on a county 
basis. it is then possible to establish 
potentials for each sales territory 

A common way of measuring the 
market is to study the trend of popu 
lation, income, and produc tion to see 
if the sales growth of your product has 
kept pace with the vrowth of the 
econo>my 


“Census of Population fey the 
Department of Commerce It gives not 
only populatior but figures on col 


race occupatior home ownership 
families hw size ge groupings, and 
inv other facts all broken down by 


state and county 


} Historical Statistics f th 
lL. S. 1789-1945 by the departmer 
if Commerce is a valuable source for 
this type of study. Price: $2.50 
1. For current statistical inforn 


thon subscribe to the 


monthly Surve 
of Current Business published by the 


Department of Commerce 


». Minerals Yearbook.” by the Dk 
partment of the Interior gives neede 
information on each of the metalli 


ind non-metallic industries. Price: $4 


6. A useful reference in finding 
government sources is “Covernment 
Statistics for Business | «« by PM 


Hauser and W. R. Leonard 


And don't overlook the publish 


ers representative. Business paper 
publishing today is conducted on a 
highly scientific basis. Competitive 
conditions make it imperative that 
publishers have complete knowledge of 
the market they cover. In most in- 
stances their data is gathered from re- 
liable sources such as government 
records, engineering societies, trade 
groups and associations of commerce. 

Business papers’ familiarity with 
the field they serve can often be of 
great value to a manufacturer. As ex 
ample is the case of a company whic h 
produced a washer for gravel, metal 
and non-metallic ores. Its application 
was believed to be limited to those 
uses, but a description of the washer 
came to the attention of a technical 
editor of a publication circulating to 
the glass industry. 

This editor, familiar with the 
problem which his industry faced in 
the washing of glass cullet, suggested 
adapting the washer to such use. Large 
expansion in the glass industry due to 
the development of “one trip” heer 
bottles and other new advancements 
produced a sizeable potential market 
that the manufacturer did not know 


t xisted 


ictual Product History 


Now suppose we put the foregoing 
steps of market research to the test 
with an actual product: an automati« 
speed changing devices lor V-belt 
drives 

Now that we have a proposed prod 
uct. we will want to determine its ap 
plications to see tf it ts worth making 
At first glance, all industrial motor 
users might prove likely prospects for 
it. However, the product is designed 
for use with motors up to 40 hp only. 
This factor. then 


The proble m now is to find where and 


narrows the field 


how motors in that range are most 
widely used 

Such a breakdown would undoubt 
edly reveal a number of potential in 
dustries. Offhand, let us just investi 
gate one of them—textiles 

Direct drives used to be a headache 
for the textile industry. Sharp starts 
had a tendency to tear the threads 
furing the knitting and weaving 
process 

The rubber V-belt drive in recent 
this dif 


ficulty. But the new self-contained au 


years has largely overcom 


tomat speed changing device will 


(Continued on page 154) 


4 





Symbols and percentages show read- 
er ship scores for each component part 
of ad. Scores for entire ad are at top. 


£- Noted 
£2- Read Most 
Fj. Seen- Associated 


em in our shop” 


SPECIFIC headline helped Gulf Oil 
Corp., Pittsburgh, get more casual read- 
ers and three times as many “Read 


crrees 
Most” readers as Cities Service Oil Co., 


a New York. Headline succinctly named 


. 
a stavice — RA 5] two product advantages. Subhead di- 
rected attention into text 











Starch Tests Industrial Ad Readership 


{DS AND SCORES represent hichlichts of industrial advertising reade rship 
us reported by Daniel Starch & Stall, New York. Ads are from the June issue of 
Va hinery Ve sy mor th ads fron the July issue of Power wall he analyzed 


SCORE 
At Ms 
27% 27% /5% 


‘PREVENT” VS. “STOP"—Dear- 
born Chemical Co., Chicago, used a 
fairly interesting illustration and a fair- 
ly long headline claiming that No-Ox- 
Id will “prevent rust.” Rust-Oleum 
Corp., Evanston, IIL, used virtually no 
illustration, except the labeled contain- 
er, and ran a head, “Stop Rust!” 
although the product also is a rust “pre- 
ventive.” Despite less illustration, the 
Rust-Oleum “stop” headline resulted in 
a higher Noted score for the ad as a 
whole. The Read Most score was also 
higher 


‘tf q 
At 


"Wt 


Seer Cieee Cenresatios 


——<—— oom ee 
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Which Ad Got the Highest Starch Score? 


om o . 
Dializ 
¢ 
Your AGD Snap Gages 
~~ 


Your AGO 
Adyesioble Limit 
Snap Goge 


Why 2400/4 whe lf 





FEDERAL 





SIMILAR GAGES were promoted in these two ads by 
Standard Gage Co., Poughkeepsie, N. Y., and Federal Prod- 
ucts Corp., Providence, R. I. But one ad was read by twice 
as many readers. Which one? For the answer, see page 160 











What Readership Scores Mean: 


NOTED denotes the percentage of readers who, when interviewed, said they remembered 
having seen on ad—whether or not they associoted the ad with the name of the product or 


advertiser 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered seeing the od 
and associoted it with the name of the product or advertiser 


READ MOST denotes the per cent of readers who read 50°, or more of the copy 


COST RATIO expresses the relationship between the cost pe hundred readers [who “noted 
for exomple) for o specific ad and the corresponding medion average cost for all the ods in 
the same issue. A “Noted” cost ratio of 175, for example would mean thot the od ‘stopped 
75° more readers per doller than por for the issue, por being 100 and representing the 
median overage cost. Thus o cost ratio above 100 is above average; below 100 is below 


overage 
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Is Publicity from Technical 
Societies Tabu? No, If... 


Some technical societies have distrusted the good taste of advertising and 
publicity executives who would publicize their companies’ or their clients’ speeches 


and papers presented at technical meetings. Is the distrust justified? 


It need not be, if advertising and publicity executives will learn and abide by 


each society's procedures for accepting such papers and later publicizing them 


To learn the procedures authoritatively and help industrial suppliers do a better 
ob of contributing to and benefiting from technical societies, the Industrial 
Publicity Association of New York has completed a study of the procedures of 17 
leading national societies. Findings and conclusions are outlined here by two 


association members who directed the study 


By BRAHNA C. HUTCHINS and HARRY W. SMITH, JR 


| NDUSTRIAT : : , the | each the technology upor 
row ' ympany s business rests 

» both jobs by aiming mes 

ude audiences in the 

of the technical s« 

technical sections of 

ons} concerned with 

tlert advertising 

ral technical s 

ested in the know 

ossesses, and scores 


ms that conduct 


LARGE AND INFLUENTIAL au- 
diences at technical society meetings 
offer your company a rare chance for 
publicity. At left: a meeting of the 
American Medical Association 


regular technical meetings at which 
the know-how of his research and 
service men and engineers would make 
proper subject matter. 

rhe problem is to get the bashful 
peniuses from your company on the 
program and to help them to deliver 
the type of paper which “brings ‘em 
back for more.” 

It’s a publicity problem as well as 
a technical problem, and can be solved 
by the advertising manager or the 
sales manager only if he knows how 
to move in technical society circles 
and follow proper procedure 

The presentation of papers before 
technical societies and technical sec 
tions of trade associations is a wide 
open opportunity for beth oral and 
printed publicity before large and in 
fluential audiences. Too many sales 
managers and ad managers think only 
of their publicity in terms of the ar 
ticle and the item. And too many leave 
the matter of presenting papers be 
fore technical and scientific bodies 
solely to the inspiration and the spare 
time ol the company § technical 


sper ialists 


Follow the Rules 

Sales and advertising executives 
who will study out their opportunities 
for vtatform presentations with the 
same thoroughness and programming 
used in printed presentations will find 
new fields to conquer. But one all-im 
portant caution: Follow the rules and 
policies of American technical so 
cieties organization to the letter 

To hel; sales, advertising and pul 
lic relations executives to know thes« 
rules and do a better job in technical 
society works, the Industrial Pub 
licity Association of New York last 


nmittee to investi 


year ippointed a 
gate the procedures f technical so 
ieties and publish i report The com 
nittee's study overing |; major or 
zations in the principal subdivi 

f engineering, scientific and in 
lustrial interest. has beer completed 
Copies of the report are available fron 
the association for $2.50 each. Further 
study will permit a larger and more 
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the Marine Industry 


and how fo sell it- 


Ship design, shipbuilding, repair and ship operation call 
for a high degree of technical skill and knowledge. 


Only technically trained, engineering-minded men are qual- 
ified to make decisions in these fields. 


Marine Engineering for Technical Information 
Look to you eht——this is the organization of the marine industry, and 
prov des a pattern for sales plans and advertising activity lhese men 
who buy or influence buying, are, for the most part, engineering-minded 
Marine Engineering and Shipping Review ts edited to supply their fec/un 
al needs, covering every branch of marine activity 

Descriptions of new vessels and new techniques published in Marine 
Engineering are regarded as authoritative reference. Designers and 
builders often use its descriptions as working guides Files of back num 
bers are used by marine officials as a major source of reference data in 


planning and carrying through new projects 


First in Paid Audited Circulation 

More marine men pay the subscription price to receive Marine Engineer 
ing each month than any other marine business paper. Indicative of its 
value to these subse ers is the fact that it has the highest renewal rate 


is field 


Marine Officials Want information on Your Products 
Marine men look to Marine Engineering for the latest data on products 
that can he them do their jobs. That's why vour advertising gets a 
eceptive reading in Marine Engineering. In fact, Marine Engineering 
carried 89 nore advertising pages during the first half of 1950 than any 


ther publication in its field 





MARINE MARKET SERVICE TO ADVERTISERS 
* Weekly Bulletin 
econd d 


hed Saturdays. Advance news on ship construction 
mtracts placed and pending . personnel changes 

News while it ts news 

© Marine Directory published yearly. provides list o 


} epa s. Incl mmes. add 











MARINE ENGINEERING 
AND SHIPPING REVIEW 


30 CHURCH STREET, NEW YORK 7, NEW YORK 


79 W. Monroe Street 
Chicage 3, Illinois 
Dalles ° 


Terminal Tower 
Cleveland 13, Ohic 


Los Angeles ° Seettle 


A SIMMONS-BOARDMAN PUBLICATION 


INDUSTRIAL MARKETING, October. 1950 


the men who 
specify and buy 
in the 

marine industry 


shipbuilding and 
ship repair companies 


fF xecutives 

Pres.. V. Pres 

Sec.. Treas., Gen. Mers.. etc.) 
Usually act on general poles only 
and in such cases where large 
expenditures are concerned. as 
purchases of steel, new factlitics and 
additions to plant 


CONSTRUCTION 

Marine Superintendents 

Port Engineers and Port Captains.) 
Operating Company's representatives 
on new construction and 

extensive repairs, and the final 
authority on the engincering 


products to be specitied 


PLANT 

Naval Architects 

Marine F agineers 

Design and supervise 

construction of new vessels 

also all large conversion oF 
reconditioning. Specify materials 
fittings and furnishings and 
equipment with approval of Marine 
Superintendent of Operating Co 


Works Managers or Superintendents 
Specify all equipment and 
materials for the plant and for 

the use in operating the plant 


ship operating companies 


F xvecutives 

(Pres., V. Pres 

Sec.. Treas. Ge Mers., etc 
Usually act on general poli 
and in such cases where la 
expenditures are 
placing of contracts f 


and for large reconditio 


Marine Superintendents 

(Port Engineers and Port ¢ 

The most importa fack 

the specification and p 

all engineering products f 
construction, also f maintenance 


vw vessels i SeT Vice 


CONSTRUCTION 

Naval Architects 

Marine Engineers 

(Consulting or of Steamshy 

Co.) Design new vessels and 
floating equipment, also all large 
conversion or reconditioning work 
Specify materials, fittings 
furnishings and equipment. with 
approval of Marine Superintenden 
MAINTENANCE 

Engine Room Chiefs and 

Licensed Assistants 

(Aboard Ship.) 

Influc ¢ purchases of 

cny ines prod ts for mamtenar 


of vessels im service 


Marine Catalog and Buyers’ Directors 
U ind ; twdard 


ide 





vee pc a 
' 8 aad 
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LIST OF FOUNDRY SUPPLY HOUSES 
FOUNDRY INDUSTRY DATA BOOK This has been compiled as an aid to distribution in 


this market. At low cost, you can obtain the names 
This is a state-by-state breakdown of the industry, ond aditesmnes off principal Beutineem, of teunder 
supplying data on size and type of foundries, equipment, supplies and materials. ; 
metals cast, the number, departments operated and 
casing methods used 











pra bet PENTON FOUNDRY LIST 


List 


This latest semi-annual census of the foundry in 
dustry gives you a geographical listing of all foun- 
dries with names, addresses, metals melted, melting 
capacities and departments operated. There is no 
other single source of this data on nearly 6,000 
foundries in the U.S. A. and Canada and it’s 


available at a cost of less than a penny a name 


FOUNDRY 


FOUNDRY 


is an important marketing aid in itself. Its editorial and advertising 
pages provide important current information on developments in 
the field. It reaches the foundries that have over 92©, of the indus 
try's melting capacity and its read by 45,000 foundrymen—executive, 
production and technical men who make up the buying team. No 


other publication gives you such intensive coverage nor enjoys 
higher reader acceptance 
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NEW FOUNDRY ATLAS 


Here is an expanded version of 
the Foundry Marketing Map 
which has proved so helpful in 
locating regional and national 
markets, and establishing sales 
territories and quotas in many 
instances. 

It will give you a new concept of 
this market—a big one in its own 
right—a part of no other market. 
Besides breaking down 96 indus- 
trial marketing areas in detail, it 
features the ten top foundry mar- 
kets of the country. It shows loca- 
tion of foundries and relative im- 
portance of each area by number 
of foundries, employment and 
metals cast 


DRY MARKET DATA 


7o help you plan for 51 


Few business papers know so thoroughly the 
markets they serve as does FOUNDRY. Every two 
years since 1900, FOUNDRY has conducted a 
comprehensive census of the foundry industry — 
assembled and published in Penton’s Foundry List. 
From this information, FOUNDRY has developed 


various sales helps, shown here, for manufacturers 
who sell—and want to sell—to the foundry mar- 
ket. If you are anxious to ascertain your full 
potential in this field, call in your FOUNDRY 
representative who will help you size up this big 
and active market. 


Helping You Sell To Foundrymen 


WHEREVER METALS 


ARE CAST 


A Penton Publication 


Cleveland 13, Penton Buiiding ~ Mam |-8260—Chicage 1), 520 WN. Michigan Ave. + Whitehall 4-1234—Wew York 1), 60 £ 42nd St. + Murray Hl 2. 2581—Detroit 2, 6560 Cass Ave. + 
Madison 3024— Pittsburgh 19, 2837 Koppers Bldg. + Atlantic 1-3211—Los Angeles 4. 130 6. New Hampshire Ave. + Dunkirk 2 1758—London, 2? Carton St. + Westminster, $. W. 1 
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complete second edition in 1951 or 
1952 

The study covers the following so 
creties 

American Chemical Society, Ameri 


can Gas Association, American Insti 


tute of Architects, American Institute 


of Chemical Engineers, American In 
stitute of Electrical Engineers, Ameri 
can Institute of Mining & Metallurgi 

American Management 
American Medical Asso 


iation, American Petroleum Institut 


cal Engineers 


Association 


American Society of Civil Engineers 
American Society of Heating & Ven 
tilating Engineers, American Society 
for Metals American 
Railroads, Federation of Paint & Var 
nish Production Clubs, The Institute 
of Radio Engineers, Society of Auto 
and the Tex h 

Pulp & Pa 


Association of 


motive Eng neers Im 
nical Association of the 


per Industry 


What Can Be Done 


\ standard 
1 of data 


outline is followed for 


2 div tonal ry prote 
interest meetings i3 loca 
| official public itions 


publicity possibilit ex 


headings lifferent 


throu h the rope 
technical so 


and let that 


4s 





WELCOME to Budd Co.’s new plant 

in Gary, Ind., was extended by United 

States Steel Corp. and its Gary sub- 

sidiaries in this full-page ad in the Gary 
Post Tribune 





dure in every detail. Do not rush off 
half-cocked! 

Further, some publicity people have 
found that the aforementioned lack of 
confidence can be avoided by having 
the first letter of nquiry about pors 
sible presentation carry the signature 
of a technical mar 

Of the surveved so« 

the American Chemical Society and 
the American M lical 


the strict rule that authors of 


ties, only twe 


\ssociation 


eetings must be 
others wil accept 


mbers on it 


that i you 
which relates 


nbers of the 


gs represent 


opportunity if your 
} 


igh Frequently the 
if subdiv ded int 
s specialized t 
" 


geted directly t 


ot different 


professional interest within the society 
are generally held more frequently 
than once a year, often four to six 
times. These divisions of societies by 
professional interest carry all manner 
of labels: 
“groups” and “departments.” 

The geographical breakdowns of 
“chap- 


“divisions”, “sections”, 


technical societies may be by 
“subsections,” 
Some of the so- 


cieties have scores (or even hundreds } 


ters,” “sections, 


“groups” or “clubs.” 


of local chapters which meet, general 
ly, every month—and at almost all 
such meetings non-member contribu 
tions of genuine technica! helpfulness 


are most welcome. 


When dealing with local groups. 
you should suggest your contribution 
to the secretary or program chairmat 
Here again, it may be a good idea for 
your first letter of inquiry to carry 
the signature of a technical mar 

Seldom should any of your com 
pany's contributions to a technical so 
ciety be presented by sales personne! 
Audiences at technical meetings are 
justifiably sensitive about being “pro 
moted.” They come to their meetings 
to learn and discuss technologies 
not products. Your chief engineer 
vour director of research, your field 
Service spec ialist, or some other tech 


ical specialist should be the speaker 


Prepare Visual Aids 


When the 
techr men is not all that it should 
be. ad men 
most helpful in preparing visu il aids 
} help 


hard-to-follow explanations. If vour 


platfor presence ot 


ind public ity nen car bee 


re vders ot papers throug 


suthors will submit to it 
ck well te coach speakers on suct 
proper 


distances, slow delibet ate speech how 


fundamentals as nerophone 


to type texts unde 
d platforn speak 
up and let decibels n up tor lack 

{ dramatic training and =how 


po nito slice -¢ xhib ts ar d sper 


without losing the house 


Technical audiences do not exper 
shows but they cde expect clarity 
directness, significance of informa 
tior and strain-free audibility 
Regarding the content of papers, the 
specific pol es of the spon ; 
cieties with regard te the 
copy u advance ana nmany cases 
approval by official papers commit 


tees) make 


t rather impossible to get 


Continued on page 136 
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705 men 
with their feet 
in the mud 


-»emake sure CONSTRUCTION EQUIPMENT 
magazine keeps you in constant touch 
with buyers on the job! 











Who knows best about selling construction equip- These salesmen know who the buying factors are 
and make sure they get CONSTRUCTION EQUIP- 

MENT. The distributor, moreover, pays for every 

copy that goes to his customers .. . he sees to it that 

; ; each does a selling job. 

He knows because he gets out and sees for himself To reach the people you need to reach to sell your 

what the everyday problems are. He has found out product... people you can’t cover in any other way 


ment? The distributor's salesman, of course! He 
knows because he works with the men who make 


the buying decisions,—men in perpetual motion. 


you must sell construction equipment on your feet! ... advertise in CONSTRUCTION EQUIPMENT. 





Ours 
205 EAST 42ND STREET . NEW YORK 17, WN. Y. weed d OP PAse a bi 


.. ’ ‘ ” 
A CONOVER-MAST PUBLICATION Eouipment 
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if you're selling to the manufacturing industries . . . 


SELL THESE MEN AND 

















OU'VE SOLD YOUR PRODUCT 


All industrial magazines are edited primarily for 








management men. FACTORY concentrates on the 





Plant Management Group. 





There is a good industrial magazine published for every management 

group in manufacturing. So the degree to which an advertising schedule 

can help your salesmen depends on your selection of the right manage- 

PRODUCTION CONTROL ment group and the best read publication serving that group. And general- 

SUPERINTENDENT ly speaking, you'll find that the best read publication is the one that sticks 
to doing one specific job — better 


FACTORY, for example, is edited exclusively for and concentrates its cir- 
culation on the PLANT Management Group. It's the group which is in 
charge of production and maintenance operation of America’s manufac- 
turing plants. Studies of industrial buying practices rate this group as most 
influential in the buying of most industrial materials, tools, and equipment. 


Why is this concentration on Plant Operating important to you? Because 
it develops READERSHIP Study after study, made by manufacturers of 
all kinds of industrial equipment, show FACTORY with more plant oper- 
ating readership—and infinitely more preference readership—than any 


other magazine in its field 


sh » 
i ) That's one of the big reasons why FACTORY carries a greater dollar vol- 
= ume of advertising than any other monthly industrial magazine . . . and 
substantially more pages of advertising than any other magazine in its field. 


PLANT ENGINEER 


330 West 42nd Street, New York, 18, N. Y. 


member, audit bureau of circulations + member, associated business publications 





Ten Ways 


{ CHECKLIST won't prevent you 
from tripping over light cords on 
the speakers’ platform. But a list 


will help you account for “must” 


arrangements easily. 


company president 


wn" 


lecides to hold a sales meeting he 


N the 
I 


wesident or sales managet 


oner or later looks around for the 


and the chances 


Adve rising v a! 


in to set the stage 
youre it Mr 


Whether someone else at your com 
pany has always done the job, it can 
slways happe n to you next time. When 
it does, you will be faced with a man 
sized job, including a multitude of 


fussy details 


\s a department head you look 


ipon details and their organization 


m your meat They are " you 


wouldn't be a ce partment he ad 


vour first task iv making aT 
rangements tor a sale 


dentily the 
ittle”” things to ce 


meeting i to 
detaile——the long list of 
ind foresee what 
will go wrong and be prepared for it 


You make a checklist 


Based on experience, some of it bit 
the following list itemizes the basic 
to check off as they are 

' plished \ ican build mit The 

uu from tr pping 

n the speakers’ plat 
the slides in the fil 

wkwards, But itr 
} 


or you 


erves by helpir 


ge ho 


: saies meeting attencte 


each meeting 


to Plan a Sales Meeting 


By 
wy 


a 
\ NX 


town salesmen or distributors, obtain 
the names of all guests and their time 
1 arrival as far in advance as con 
venient and notify the person in< harge 
at the hotel. The ob 
jective is to have this detail so well 


handled that ever 


of reservations 


y incoming represen 
tative will be assigned to his room 
without irritating delays or difficul 
ties. If you can arrange 


hand 


it. being on 
yourself, at the hotel to greet 
reon as he arrives 18 a gracious 


f welcome 


Work With One Man 


2. Deal with one hotel executive ex 


be held 


meeting rooms must 


usively. If meetings 
at the hotel, the 
} 


be arranged for. Try to establish your 


mitact with the hotel executive, no 
utter what his title. who can take 


y ou ll yen 


erally find it more satisfactory to deal 


eare of all your wants 


with only one person who then will 


f 


become familiar with vour entire pro 


ran 
§. Measure attendance 
You will want a list of those 


caretully 
attending 
Attendance may vary 
another 


one session to 


so plan 
irefuily for space accommodations to 
asthe depressiot 


d echoing 


pening 


oft empty 
spaces For instance, an 
r session devoted to an 


rddress elcom or general 


By S. E. VORAN 


Advertising Monaae 


Parker Appliance ¢ 


policy might be attended by various 
company officials who perhaps would 
not be present otherwise. A meeting 
devoted to technical explanation of 
some new product introduced might 
include a delegation from the engineer- 


ing department 


Give the hotel 
executive instructions on the seating 


4. Arrange seating 


arrangement desired. You may want 
one long table, or many small tables 
placed in a U shape, or T shape, or 


another arrangement best suited to 


your program 


Be On Time 


». Get there early. A house-boy will 
probably be assigned to set up your 
room according to your instructions 
But you should be on hand well ahead 
of the starting time of your meeting to 
make sure that everything is ready. 
Remind the house-boy to provide 
plenty of ash trays, pitchers of ice wa 
ter and glasses. He will clean up after 
each session—and will expect a tip 


for his services 


6. Obtain props. The hotel may 
supply an easel for charts, blackboard 
for sketching, lectern for the speaker's 
notes. But if vou need such properties, 
ask for them ahead of time, or they 
mav be in use by some other group 
meeting elsewhere in the hotel when 


you want them 


Yo imay be planning to use de mon 
stration units, sample parts or display 
pieces. Your meeting may involve the 
use of a projector and screen. For in- 
of the 


pr esentations. 


stance, we make effective use 
Visualeast for slide 
Place and adjust the equipment ahead 


Continued on pege 152 
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ROCK PRODUCTS 


has what it takes to make 
it your best advertising buy! 


EDITORIAL EXCELLENCE 


A superior editorial service planned and executed by technical men 
who understand the technical requirements of the industry served has 
made ROCK PRODUCTS “The Recognized Authority”. 

Every development, trend and opportunity is not merely reported but 
interpreted to show its significance. 


READER PREFERENCE 


Editorial material filled with usable operating information, set forth 
in a clear concise manner, makes each issue of ROCK PRODUCTS 
preferred reading among the great majority of plant operators. 
ROCK PRODUCTS enjoys readership leads in the various segments 
of the rock products industries which range from 5.5%, to 34.2%. 
Ask for a copy of recent readership study. 


INDUSTRY COVERAGE 


“Largest producer circulation in the history of the field” hos 
been carried on ROCK PRODUCTS’ front cover over a period of 
years. The June 30, 1950 ABC statement shows a still further increase 
in the number of producers who look to ROCK PRODUCTS for infor- 
mation as to how to increase production and lower costs 

There isn't a more thorough industry coverage than that provided by 
ROCK PRODUCTS. 


LOW COST PER PAGE PER 1000 


ROCK PRODUCTS!’ increased industry coverage, built on top editorial 
service, is reflected in the cost per page per 1000. 

Based on the June 30, 1950 ABC figures the cost per page per 1000 
is $18.35, and for this you are buying the largest and most interested 
audience available through any publication directed to the rock prod- 


Estapyise®® 


ucts industry. 


WRITE FOR YOUR COMPLIMENTARY COPY OF THE 
BOOKLET WHICH GIVES THE STORY OF ROCK PROD- 
UCTS EDITORIAL SERVICE. IT CONTAINS COMPLETE 
DETAIL OF THE EDITORIAL POLICY. 


INDUSTRIAL MARKETING, October, 1950 








MODERN PRODUCT DESIGN CALLS FOR 


This circuit diagram points up some 
of the electrical design problems 
in the development of the Electro 
Pure pasteurizer. Components of 
this all-electric machine include re- 
lays and switches, solenoids and 
theostats, electronic tubes and con- 
trols, transformers, thermostats, 
capacitors and coils; also a variable 
speed pump, motors and controllers, 
electrode heater, saturable reactors, 
timers, voltmeters, indicating and 
recording thermometers, wire and 
cable. Selenium rectifiers are em- 
ployed in the single-phase models. 
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Electrical operation typifies the modern product. It breathes life into metal 
fabrications. Transforms them into robots of power .. . control .. . heat . 
light . . . sound. 

Better utilization of electrical energy underlies the engineering thinking 
of today’s product designers. Electrical operation often is the base concept 
of the machine, as in the case of this Electro-Pure pasteurizer. 

ELECTRICAL MANUFACTURING penetrates deeply into all phases of product 
electrification and its related mechanical problems. No other publication continuously 
offers so much practical help and guidance in this sphere of design. 

Editorial features are timely, authoritative, incisive. Never superficial. They go 


to the roots of the engineering-design problems that are common to the development 


of all electrically operated products. These include the engineered application of 


electrical and mechanical paris, materials, metals, equipment, finishes. All are 
inherent parts of the broad editorial pattern. 

ELECTRICAL MANUFACTURING gets closest to the interests of its specific reader 
audience —the engineers and designers of all electrically operated products. 


ELECTRICAL MANUFACTURING gets you closest to your market! 


@ EDITED TO THE SPECIFIC INTERESTS 
OF THE ENGINEERS AND DESIGNERS OF 
ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE e NEW YORK 20, N. Y. 
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Denison Slide Film 


Speeds 


Conversion 


for Korea 


By JAMES GALLANT 


MODERNIZATION of Denison Engineering Co.'s aircraft testing equipment was 
made possible by conversion unit shown in this view from a Denison sound-slide 
film. Film and instruction manual, both prepared by the advertising department 
helped U. S. armed forces personnel make the quick change 


Every industrial supplier can be guided by this lesson = «hangeover in approxin 
hours per unit 
in alertness and efficiency in helping the government to Important advantages resulted. The 
wnual and filn 
modernize and produce the war equipment now needed. 1. Stauplified the trais 
lorces personnel at 
throughout the world t 
FTTHIIS is the w an indus ior supplier of the equipmer equipment 
tr uppite repares true A s SACK ’ ©; pent > Reduce 
- - ou | cle ] lores t develo co ‘ or I ‘ , sary tk ‘ 
the untts 
Enabled 
Fasy-to-follow Instructions ' 
periar 
addith i specialists for 
s to quickly devise and . Per: 


itted 


easy-to-follow 
adiscussior prior 
re ; rl “ : 
na per f the eau pme 
nt. Oiniv a printed - 


rmaler tle 


rapid change Phe eight-page 1 


h conv s1or nit 
are portal hvdrauli . er ent — averse u 


stands used in World War II. The test , pictur accembted and boxed it 
stands can test airplane voraul 1 each ste \ ti a é I ir tainer. With the slide filt 
ible. fewer illustrations wet 


cuits and equipment up t (HM) ps e unit With these combined iv 
the book, thereby reduci 


But today’s aviation requires test nm aids, armed forces personne 


stands of higher ratings. ™ Denisor eTe ¢ Diet ft ake the equipment Continued 
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VALVES? 


Year after yeor 

the makers of valves 

pipes and fittings 

invest more advertising dollars 

in POWER 

than in any other magazine 

in the world 

Seven of the largest makers 

of this equipment 

have used POWER's pages 

for more than 50 years 

Why? Because this audience 

is known to be the richest concentration 
of power-goods buying power 

... this magazine is known for its authority, 
alertness, and readership 
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IF YOU WANT TO MOVE A PRODUCT, PUT 


BEHIND IT 





b Os 5 ET oom 


NEW FREIGHT CARS — In che past four 
years, the railroads have iastalled 
nearly 300,000 new freight cars. In 
July, 1950 they announced a buying 
program calling for 122,000 new cars 

representing some $600,000,000 in 
business for car manufacturers and 
suppliers 


BETTER MAINTENANCE —In addition to 
new cars, hundreds of millions of dol- 
lars are spent by the railroads cach 
year for freight car repairs, the major 
portion of which goes for parts, appli- 
ances and materials, ranging from car 
trucks to wheels and axles, from cou- 
plers co bolts and nuts. 


MODERN FREIGHT HANDLING — Me 
chanical freight handling equipment 
for stations and platforms represents 
@ growing railway market, a greater 
number of fork trucks, tractors, crane 
trucks, hydraulic lift crucks, burden 
carriers, conveyors and pallets and 
containers are being placed in use 


| 
this is the time to get 


your share of the more than 
$600 million market for 


freight equipment 


Moving the freight of the nation is a colossal job. The strain of the Korean 
war has built up a most acute need to replace worn-out railway freight 
equipment, to repair and maintain present rolling stock, and to modern- 
ize freight handling to meet the congestion of a 5-day week, freight car 
shortages, higher labor costs and steadily growing freight traffic. 


here are the facts 


Replacement of Equipment: In the first eight months of 1950 the rail- 
ways placed orders for 68,930 freight cars costing $346,786,000, and in 
July announced a program of adding a total of 122,000 new cars to cost 
some $600,000,000. 

With freight car shortages running more than 30,000 cars daily, the 
freight car supply must be expanded. Actually more cars are needed now 
to handle traffic congested into a 5-day week. 


railway 


Maintenance and Repair: Time and labor-saving tools are going into 
car shops so that a lower cost of maintenance can help balance and combat 
higher labor costs. Repair programs are expected to be stepped up thi: 
year. 

Modern Materials Handling: Railroads are increasing their buying of 
fork trucks, burden carriers, tractors, hand hydraulic lift trucks, power 
conveyor systems, skid jacks, and platforms, gravity conveyors, crane 
trucks and trailers. The use of unit containers is growing and palletized 
containers for L.c.l. freight saves time and labor. 


give your salesmen this proven help 


Get the attention of railway men through your advertisements in the 
magazines they read as a part of their job. That cuts your selling time 

Use the combination of RAILWAY AGE and RAILWAY MECHANICAL AND 
ELECTRICAL ENGINEER to speed your sales in the more than $600 Million 
Railway Freight Transportation Market. 


headquarters for railway marketing information 
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IMPROVED CAR SHOP METHODS — 
Freight car repairs, from the mainte- 
mance of millions of car wheel sets to 
paint spraying and assembling of car 
bodies, offer opportunities for new 
machinery, for materials handling 
equipment and for other cools that in- 
crease the time chat cars are in service. 


SAFER LOADING —SETTER SERVICE — 
Prevention of loss and t 

berrer loading and dling calls for 
increased use of equipment and de 
vices, from containers to steel strap- 
ping, from freight lading retaining de- 
vices including car bulkheads, to skids 





aad other loading aids. 


use Railway Age 


Final buying decisions are made on every major purchase for these 
and all other departments by top management of railroading. Rail- 
way Age is read by over 90°% of this management group which you 
must reach for favorable consideration and approval. Railway Age 
reaches the entire range of executives, department heads, operating 
and purchasing officers, including, of course, trafic and transporta- 
tion officers most closely concerned with freight transportation. 
Railway Age gets top priority reading by this larger railway group 
and stands first in industry prestige and influence. It is the railway 
industry's authoritative weekly magazine. It is the only railway 
business publication that covers the whole field of important devel- 
opments while the news is news. 

Railway Age, with its complete reporting on the business of rail- 
roading, provides breadth and depth of coverage unmatched in the 
industry. That's why it leads the field in advertising volume and in 
number of advertisers. Again, in the first balf of 1950, Railway Age 
carried more advertising pages than any other 2 railway business 
papers combined. Use Railway Age to speed the acceptance of your 
product by management, by presenting your product's efficiencies 
and economies. 


use Railu ay M echanical and 
Electrical E ngineer 


This is the only publication edited specifically for mechanical and 
electrical departments — for the men who keep rolling stock rolling 

These department heads and supervisors specify the new materials 
and equipment, as well as shop tools and maintenance supplies 
They are responsible for securing maximum efficiency from freight 
car equipment and car shop operations. 

Here is the place to present the specific facts about your products — 
convincing evidence that you can help save shop time, labor —keep 
cars in service longer 

Here in Railway Mechanical and Electrical Engineer, you reach 
each month, this far-flung organization on every railway system 
You reach the men who can help you to sales in railway freight 

transportation. 


4h) 
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i SIMMONS-BOARDMAN PUBLICATIONS 


RAILWAY AGE 


t 


In its monthly FREIGHT TRAFFIC ISSUES — the 
first issue of each month — Railway Age presents a 
clearing house of latest information and modern 
practice in railway freight transportation vital to 
every traffic and transportation cer as well as to 
railway management and department heads. These 
issues are widely distributed to industrial traffic man- 
agers. There is no better opportunity to present your 
products where interest will be focused on better 
freight methods, better freight equipment and better 
freight service — both in the railway industry and 
among the nation’s shippers. 





iiechanical and 
Electrical Engineer 


MERE 1S INTENSIVE COVERAGE of railway mechanical and 
electrical departments. These specialists are anxious to get 
helpful information on new freight cars, on car parts and 
appliances and on the maintenance of present equipment. 
Rising costs require modern equipment for car shops and 
efhcient labor-saving devices for handling in shops. The 
opinions and decisions of these men are vital to you—give 
them the information on your products they need and you 
pave the way for increased sales. 


NEW YoRK ? 10 CHURCH STRtEt 
CHICAGO })..79W MONROE STREET 
CLEVELAND |} TERMINAL TOWER 





e of them are bigger than any one 


LATEST 
; SALES CHART 


an can cover adequately, so sore 


huseness will be bypassed And this 





lost business will never show up on 
any reports. Other territories may 
have potentials so small that they can 
scarcely support a salesman. Keep 
ing men in them, without enlarging 


these territories, is an effective but 





hidden way to hold sales expenses up 





4 Driver With a Whip 


Finally, you can give every sales 
man and every district the same ex 
hortation: 

We've all got to get out and push 
harder. | feel sure that there’s more 
business in your territory, and if you 
just get in there and do the kind of 
job | know you can do, you'll get 


more business. (And if you don't 


Without any real indicator of how 
good a job is being done, no one can 
argue with you not even a guy who 
has been working his heart out in a 
poor territory. Soon, all the men will 
learn to expect the same recognition 
for a poor job as a good one, and 


Four simple rules for lazy sales managers take 


this lost business will not appear on 


it easier. You can be sure that 


any reports. But you'll look like a 
real driver! 
You can quash suggestions about 
H ow to H ol d Sales Down developing sales potential figures by 
declaring 
l. It's a lot of high-falutin’ theor 
What is really needed is some gor 
» 2 Gnd Not Show Ut  Weetic rey weeded is some goes 


2. There are three kinds 


vw bite lies 


Rule 2: Don't interfere with vou 


salesmen s natural development or 


By WILLIAM M. BORTON your companys sales with the tot 
industry s sales. You might find that 


wavs of selling. Finding and setting 


down specific best wavs to do various 
SUED SESE OTCED ot products ire below parts { the salesmen’s jobs under 
TRVMIS is a cuide for lazy sales ex sverage in the share of business they 
, ’ Various conditions and training ac 
~ o don ar o ap ret Or tl som ritortes 
ecutive wh lon t want t apply ire getting r that me territort cordingly i. 2 lemanding undertak 
th ment etfle ess o rf or eve ho co an et 
al rt nme« ry t la ven the whole mpany, are g _ Secsensed sales unavoidable te 
new conditions, the time required to ting a smaller and «smaller share of a iit 
=t ‘ 
evaluate new ideas, or the expense growmg market Sustend. use annevel chatemsents that 
necessary to make improvements ‘ long you dont know thes over ideas thet are clear to you Be 
llow t dispose f such new ideas ing ‘ nt teel obliged to ad too busv to take up cde tails of me thods 
and still appear t be a real, go-gettu mnvthing about them You can say wordines and the like 


son-of-a-gun of a sales manager. is with emphasis to your superior \s You — 


can dispose ol sugg 
fairly easy . can tell, we are getting more bout specific methods and how-to 
‘ he business all mn 
rth usit all the time it traming by pointing out that 
Rule 1 Avoid any ftigures that ‘ ‘ ‘ ttory is producing al 
, The pr »blems and situations are 
night show what the total sales are cat ings are otf a little in al 
h of , , i ol k Ww) oa +} varied that wh one has to he 
lo ‘ 0 o mwodtucts mi eae ‘ you now vy Tus mw «oltve . 

rea ! your } u an ‘ } dood on d ae Aittnnentie 


the areas under your supervision dav | was talking to 
If vou had information like this Also, if vou don't know the pote 


) 


é These men are supposed lo he 


you might be tempted to compare tals of your territories, it assures that Continued on page 


rv INDUSTRIAL MARKETING, October, 1950 











‘ pgm it) 
Southwest-, 
Suilder’ Contracte 


Kee 


ie | 


» 
ob 


AD Te West 


ontractot 


Se AR oe 


4 
: 
. 
: 


You can “hire” any one or all 12 of 
these experienced ‘‘salesmen’’ 

and assign them to a territory in the 
construction market. These star sales- 
men contact 62,000 men who will buy 
your equipment or materials. These 
salesmen sell by talking Joca/ bids, 
local jobs, local] methods, local 
people use any combina- 

tion to blanket this multi 

billion dollar market or 

to concentrate in a 

qaeographic section 


No other publication or 
group of publications can 
match the coverage, the 
reader interest and the op 
portunity to sell to specific 
market area as do the 
A. C. P. regionals. Get the 
full story. Send for your 
booklet, “The Sales Power 
$ A. C. P.” Write to 





GEORGE C. STEWART, Sec'y 


Associated Construction SSOCIATED ONSTRUCTION 


Publications 


3029 North Sth Street 7 U 34 L I Cc AT I °o N a 


Horrisburg Pennsylvania 
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How to Advertise to Business Men: Part 24 


‘Professional’ Ad Copy Antagonizes, Bores 


You can antagonize the buyer by inferring in your ads that he is stupid 
or derelict or behind the times for not being a fanatical user of your 
product. You can bore him by lecturing. In fact, if you're an industrial 
advertiser, you possibly already have. 


HOUSE is an edifice of stone and 
brick and wood and plaster. It is 
painted, roofed, windowed, partitioned 
into a number of rooms for the various 
operations of living (sleeping, bathing, 
tooking, eating) and equipped with 
Buitable facilities and furnishings to 
make those operations possible 
A home is a place to return to 
back home 
in a kitchen that’s full of strong, 


where juicy pies bake 
stirring scents where a deep easy 
chair waits for you to sink into it at 
evening as logs blaze in a crackling 
fireplace where a glad, shouting 
youngster comes racing down the path 
at the sound of your horn and his 
mother stands in the door where 


there is rest, and peace and joy 
You have a product to sell 


Deo you sell it as a house 


a home 


kd Andrew once said Successful 
advertising is more the end result of 
aftermath of 


April 


B point of view than the 
any creative formula IM 


Divorce ls Necessary 


Your first jot ss a copywriter is to 


divorce vourself from the advertiser 


and eet on the <ide of the reader 


\ major fault of advertising—and 
particularly business paper advertising 

lies in the failure of the advertiser 
to present his case from the reader's 
Viewpoint 

Advertisers impressed with the 
fact that they have spent good money 
to purchase the space, mistakenly con 
sider themselves privileged to force 
upon the reader whatever they want 
But he will read only 
It can be the 


him to know 
what Ae wants to know 
same thing—but the manner of pres 


entation makes the difference 


62 


By HOWARD G. SAWYER 
Vice-President & Direct 


y 


mes Thomas Chirura Co 


New York & B for 


What the reader wants to know is— 
What's in it for me?” When you tell 
what you want him to know in terms 


of what's in it for him, you then ac- 


omplish your purpose, he is satisfied, 
und there is a good chance for an 


igreeable meeting of the minds. 


He Doesn't Give a Hoot 


So you, as a copywriter, must dispel 
any urge to shove some special infor 
mation of yours down the reader's 


throat. In fact, you must free yourself 


completely from the prejudices of the 


udvertiser so as to approach the situa 


bUST A PIECE OF 5 


THE NATIONAL SUPPLY COMPANY 
———— 


NATIONAL Supply's ad successfully 
avoids looking professional 


tion with as few preconceptions as 
possible and, if possible, with a cer- 
tain amount of hostility. 

(It’s safe—and smart—at this point 
to assume that your target reader 
doesn’t give a hoot about your product 
and even resents your interrupting his 
tranquility by seeking his attention. 
That may be too severe an assumption 
in view of the fact that the reader, by 
his very act of opening the magazine, 
has deliberately exposed himself; but 
it does no harm starting off with keen- 
est realization of the reader's indif- 
ference.) 

Next step is to imagine what it 
would take to arouse you out of your 
indifferenc e if you were the reader 

Naturally, you must be familiar 
enough with the special kind of per 
son the reader is so that you can play 
his part realistically. If you have made 
any sort of study of the market and 
have successfully escaped the adver 
tiser’s viewpoint, you should be able 
to do this without much difficulty 

It is helpful, in this play-acting, to 


play the role of a specific 


re adet 

rather than a symbol of a vague, un 
defined market 
{dvertising fee) “Ad 


vertising men will tell you at the drop 


Some one has com 


pla ithe d iin 


of a hat that markets are people But 
when they get around to producing the 
advertisements they invariably address 
pe ople as markets *g 

Julian Watkins tells of asking Carl 
Spier how he wrote the famous Hamil 


ton Watch ad, “ 


ing me in the first place.” and Spier 


To Peggy—for marry- 
replied that he always tried to write a 
piece of copy to one person at a time; 
in this case, he wrote the copy to one 
person—his wife. 


And Julian Watkins 


Advertisements are read by one per 


comments 
and they influence, or 


son at a time 
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Quality Quality 
“READER ACTION (Performance) 
Quality Superior 


proves “READERSHIP and “Advertising Valucs- 


"May we send you PROOF of this quality readership? Write for your copy of “An 
Audit of Readership” not a “readership study’ but an audit of KNOWN reader- 
ship. Address Putman Publishing Co., 737 North Michigan Ave., Chicago 11 
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fail t& influence one person at 


tine 
suet essfully 


If vou car imagine 


what sort of person this one reader is, 


va will be less likely to bore or an 
tagonize any reader 
It is easy to bore a reader, and later 
this chapter, | shall attempt not to 
bore you with some comments on how 
to make copy readable; here, it is 
timely to point out that it is just as 
easy to antagonize a readet 
The easiest way is to lecture. That 
puts him on a level somewhat below 
ou in intelligence and judgment: and 
« only natural for him to resent 


ur presumption 


The Poor Dumb Bayer! 


FASCINATION with words pleases 
writer, but will it sell oil seals? 


ou can als sntawenize tii mia: 
that he is stupid of derelict « 
xl the times because he ‘ 
’ When the manufacturer 
comes face to face with his prospect, 


job of 


transmitting to that prospect some of 


average 


vdy a fanatical user of your pro 


Hen ' 


well be any of these 


he can usually do a good 


our hope he will ad 
ind do something about 
discover the error of his own belief in his product. Through 
his own conviction, he becomes con 


Moe Smith of /ndustria vinci 


Venus saving to me many L nfortunately, he is seldom able to 


It ok i tde anv good to express that conviction on paper and 
let him find so he hires some body else to do it tor 

himself him. But just as seldom is the copy 
wh better to have the reader writer so close to the product that he 
I'd certainly be smart has even a fraction of the manufac 


that product! turer's affection for it and faith in it 
inta 


“Play-Acting™ 


Yet the ist make every 


copywriter 
sincere t course 
ssibly 
with auth 
t with 
train 
1V-acting 
play the part of the 
“ h . product, 
value built in it, d 
the market will hve 
buyin it 


et himself 


Opy hie forget. uw 


mpletely 


man whose part he is 
may be tempted, himself 
u with the copy 

t quote now trom a 
shield, but if vou change 
stage” to 


the words acting and 


Now to ayo ak of it being as\ t 
fiffieult to 


ibsurd until we realize that the 


writing am “paper voull see 


be sincere may Appear 


what | mean by writing with sincerity 


ywywriter is the mouthpiece of so 
Py wee . . 1 on Acting is the art of <aving a thing on 


e else he stage a« if vou heliewed every word 


you utter to be as true as the eternal 
verities of life; it is the art of doing a 
thing on the stage as if the logic of the 
event demanded that precise act and 
other: and of doing and saying the thing 
as spontaneously as if you were confronted 
with the situation in which you were act 
ing, for the first time. 
isn't an actor until he commands 

ique which enables him to get an 
impression across into the heart of the 
audience without reference or relation 
to his own individuality. The better the 
actor, the more completely he is able to 
eliminate the personal equation 


That “statement of creed” is John 
Barrymore's 


The copy which follows may or may 
not have been written by a profes 
sional advertising man—but it suc 
cesstully avoids appearing profession 


al 


Just a piece of «uff wrapped around 
a hole ~ 


That was one man’s definition of pipe 
And it sums up pretty well the widesprea 
notion that pipe is pretty simple to make 
and that all pipe is very much alike 

But it isn’t true! 

We've been making pipe for over a 
hundred years yet each year we devote 

my thousands of dollars to the appar 

ly “simple” job of making better pipe! 

Take oil well drill pipe, for instance 

ted into long columns, it may extend 
thousands of feet into the earth. As it 
rotates, forcing the drilling bit through 
earth and rock. it is subjected to inte . 
stress and strain. The weight of the «tring 
itself exerts «a multi-ton pull at the joints 
The pipe, flexing in the hole. is subject 
to vere bending «tress. And at the «ar 
time, many forms of corrosion attack the 
metal. The result of this evelic bending 
stress and corrosion is “corrosion fatigue” 
one of the principal reasons for drill 
pipe failure. Such failure may cause a 
“fishing” operation costing tens of thou 
sands of dollars 
of the well 

To coml 
pioneered with a drill pipe unique in the 
industry. It is Spang Plastic Coating Drill 
Pipe. Both in the laboratory and in the 
field it has proved itself a major advance 
in the battle against this enemy of oil 
filed tubular products. As the name im 
coated internally with a cor 


or even the abandonment 


at corrosion fatigue. we have 


plic it is 
rosion and abrosion resistant plastic That 
sounds simple, and yet it was made pos 
ible only by vears of intensive work and 
ifter hundreds of disappointment. 

We make thousands of products other 
than pipe, and on all of them we practic« 
this same kind of evolutionary research 
That's why The National Supply Com 
pany has alwave heen identified with 
practical pronecring achievements for the 
oil industry, and many other industries 


Compare that with this next copy 
upon whic the 
lelibly 


leverness 


copywriter has i 
impressed himsel} his own 
his fascination with his 
own words 


When the moon ix 
but a stop on the milk run 


National Oil Seals will protect the bearing« 
When 


inter-planetary trips become 


Continue n page 156 
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rpillar ranks as a highly ingenious producer of packages. 


rs is only part of the job faced by packaging Packaging Advertisers 
facturers. They must sell their products by constantly seeking in Business Week 


applicotions and r markets. That is why so many leaders 

Acme Steel Co 
the field advertise regularly in the pages of Business Week Angier Corp 
ntoiner Corp. of America 
REASON: Business Week reaches a highly concentrated audience treated Cas 
of Management Men executives who moke or infivence Duy ng Ferguson, J. 1 

Food Machinery and Chem 

Jecisions on packaginc 
Cc f } } Fort Wayne rrugated Paper 
pair, Robert, Co n 


RESULT: The packac q industry finds Business Week a profitable jner 8 4 & Carton ¢ 


»dium, as witnessed by the fact that Business Week re gi larly cor saylord Cor 
re of this advertising than any other general business or | eneral Box ¢ 


Hinde & Dav 
3use 


Kimberly ( 


Milprint, In 
Nox Rust Chemical 

Package Machinery ( 
Rhinelander Paper ( 
‘ « 


signode Steel Strapping ( 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 





FRANKLIN GOTHICS 


Every use of type is a problem in transportation, to deliver to readers a 


cargo of ideas. High-pressure selling requires a type face built for busi- 
ness rather than beauty, a table-thumping, do-it-now type with bulldozer 


power and plain-talk manner that none can dispute, ignore or mistake. 


For work like this, requiring both vigor and supreme clarity, popular con- 
sent has long given its favor to the Franklin Gothics, a claim well attested 
by the long range of sizes in which all three widths are available. For 
display, Franklin Gothic runs up to 96 point, its Italic and the Condensed 


to 72 point, and the Extra Condensed to 120 point. 


As a body type, or for captions, the sterling qualities of this group are 
unrivalied. The 4- and 5-point Franklin Gothic and its 5-point Italic are as 
readable as many another face on a 20 to 50% larger body, and equally 


economical with space. 


Specimen sheets of the Franklin Gothics will be sent on request. 


American Type Founders 


200 Elmora Avenue, Elizabeth B, New Jersey + srancnes in PRINCIPAL CITES 





NEW Data 
be 

on Media 

- 


The following changes in bx 

per specifications have been announced 
since the Market Data Book number of 
Industrial Marketing went to press: 





Aviation Age 
The new name of Amation Operations 
is Amation Age 


Canadian Oil & Gas Industries 


Effective in January, Canadian Oil & 
Gas Industries, now published bi-month 
ly, will begin monthly publication 


Commercial Refrigeration 

& Air Conditioning 
New rates, now effective 

Times Page 2/3 Page 1/2 Page 
] $390 $335 $240 
6 375 300 220 
12 350 280 205 
Standard colors, red, blue, yellow or 

orange, $75 extra per page 


Constructioneer 
New rates, now effective 
Times Page 2/3 Page 1/2 Page 
l $215 $160 $117.50 
13 170 125 95 
26 155 115 87.50 
Standard red, yellow, orange, $45 
extra, Bleed pages, 10% extra 


Heating & Ventilating 
New rates, now effective 

Times Page ly Page 14 Page 
l $330 $165 $82.50 
) 260 150 77.50 
12 215 130 75 
Standard color, per page, $50 extra. 

Bleed pages, per page, $25 extra 


Implement Record 
New rates, now effective 
Times Page 2/3 Page 
] $125 $105 
6 120 100 
12 114 95 68.50 
Standard red, $30 extra. Bleed pages, 
15% extra 


Outdoor Furnishings 
& Recreation Room Equipment 
Outdoor Furnishings & Recreation 
Room Equipment has begun publication 
on a bi-monthly basis. Rates for the 
6x9” publication are 
Times Page 1/2 Page 1/4 Page 
l $200 $110 $60 
3 175 97 53 
6 150 85 47 
Extra for green or orange red, $50 
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@ 80,000 


CIRCULATION 


CIRCULATION PAYS OFF IN RESULTS 


There’s an old adage—ring enough doorbells and you're bound toe 
make sales! |. M. RINGS DOORBELLS! More of them than any other 
industrial publication! And the right kind of “doorbells” too. 80,000 
circulation penetrating America’s best plants at the operating level. 
Your advertising message in |. M. will be exposed to over 240,000 
readers—Plant engineers, Administrative heads, and key operating 
personnel. This kind of “WALLOP” gets results! No matter what 
you're selling —if it's used by Industry — you'll sell it faster, 
cheaper and in greater volume by 

advertising to |. M.’s mighty 80,000. 


rHE LIFE oF INDUSTRY 


MEMBER OF 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 








LOOK FOR 
THIS EMBLEM Ee 


Book NuMBER 


Whea you see it in the advertisements of business publicetions——in their 
promotion copy in folders, on biotters, in circulers—you are being reminded 
thet the publication hes filed its complete reference deta in The Merket 
Dete Book Nember. it means you con find facts on the publication's edi- 
terial services, circuletion, influence, market stedies, ond similer 
Information, edjecent to complete deta on the market it serves. 














@ Sales Promotion Ideas 


| COMMENT ON CATALOGS @ BOOKLETS © DIRECT MAIL ©@ EXHIBITS @ MOTION PICTURES © SLIDE FILMS @ SALES wees) 


FOUR-COLOR SPREAD in Business Weck concentrated on the railroad market, 


one of many for Pennsylvania Salt Mfg. Co., 


and was backed by novel mail drive 


‘Casey Jones’ Promotes 


Diesel Cleaning Compound 


apt ramgigheh THINKING can 
develop a single ad into a full 
been 
demonstrated by Pennsylvania Salt 
Mi a Philadelphia maker of 


cleat pounds ind chemicals 


sales promotion campaign has 


The con pany which sells Pennsalt 
. mpaout »a broad variety 


eu pl size 


was ful 
[Diese 
that 


late and integrate 


ris 


vl rer gimmicks to stimu 
the efforts of sales 


railroad market d ining the 


under 


en un the 
onth that the ad was running. Mail 
se to prosper tive customers were to 
make that market 


of Pennsalt cleaners 


p directly to 
i 5 mwarp©e 


the month in which the ad 


was to run (November) was desig- 
nated “Railroad Month” by 


vania Salt. On Oct 


Pennsy! 
26 each Pennsyl- 
vania Salt field salesmen was mailed 
a teaser cartoon of a salesman lean 
ing out of a locomotive cab awaiting 
the go-ahead signal. Two days later he 
and several of his key prospective cus 
mail a full 
sized gilded railroad spike inscribed 
November 


tomers received in the 


with the legend is Rail- 
road Month.” 
On Nov 


parody of the famous railroad song, 


1 the salesman received a 


“Casey Jones,” followed two days la- 
ter by copies of the publication carry- 
ing the Pennsylvania Salt ad. In the 
that 
spectively an engineer's cap with his 


days followed, he received re 
name on the visor, another magazine 
carrying the ad and, finally, a bandana 
handkerchief of the kind traditionally 
worn about the neck by locomotive en- 
nneers 

With each gimmick and gadget was 
a letter from the home office 


dition, other letters were sent to each 


In ad- 


salesman’s wife at her home explaining 
the purpose of “Railroad Month” and 
enclosing proofs of the Pennsalt ad. 
Other gimmicks, letters and reprints 
f the ad were sent to prospect lists 

As a 


ail nes to 


finishing toueh, one of the 


salesmen included a num 


(_ontir r “age 


ENGINEER'S cap, bandana, railroad 


spike were “rerminder ail pieces 
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89.6% of the individuals who receive NEW EQUIPMENT DIGEST not 
only read it but have proved that they ase it by sending sales inquiries 


to manufacturers. 


No vague theories are involved here. These are cold facts from the toughest 
test of readership an industrial publication can undergo—the actual pro- 


duction of sales leads from readers. 


These figures come from an exhaustive study of the complete circulation of 
N.E.D. in three states. 9971 individuals were asked whether, as a result of 
65,100 reading N.E.D., they had sent sales inquiries to manufacturers. The results 


re PIES speak for themselves — 89.6% gave positive proof of readership and 
4 “otal , — 
buying action! 


“distribution 
The complete details of this study are in our new booklet, “PROVED 


RSS ,000 READERSHIP”. Write for your copy today. 
~ READERS 


eg 
- PLANTS 


N 


- | 
ALONG } 


Cip8 | ; eweck AND PAS? 


A PENTON PUBLICATION | VIP. 


1213 West Third Street )IGEST exsist 
Cleveland 13, Ohio inn ee nanvanne, aeeensne PT 
67 
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Inaccessible Executives 


The case history at the left illustrates a situation frequently found by 
MACHINERY’S field men in metal working plants. In this plant—a Detroit 
manufacturer of machine tools, small tools, automotive products, aircraft 
parts, ete.——all the buying authority rests in the hands of a relatively small 
group of 29 key executives. These men represent all the departments con- 
cerned with the manufacture of their product: engineering, manufactur- 
ing, management, purchasing. Executives who are accessible to salesmen 
stand in their open doorways, but the doors of most of the important buy- 
ing authorities are closed. The men behind these closed doors are either dif- 
ficult to see, or are completely inaccessible. Therefore, a sales engineer's sell- 
ing effort directed at the plant's total buying influence is only partially ef- 
fective. 


This is where MACHINERY steps in. Each of these men receives a personal 
copy of MACHINERY every month. In this plant, and in hundreds of other 
volume-buying plants, MACHINERY thus guarantees coverage of the execu- 
tives who are known to influence the selection and purchase of equipment. 


This penetration of plant buying power is achieved by a combination of paid cir- 
culation plus 18% Directed Distribution toe MACHINERY’S paid circulation. 
All of the men who receive Directed copies are known to be important buying 
influences, and each must request continuance of this service at six-month 
intervals (twice as often as the average paid subscriber renews his subscrip- 
tion). In response to our most recent inquiry we received affirmative replies 
from 95.8% of this group of top executives. 


Directed Distribution is, therefore. “asked-for™” coverage. Combined wath a 
paid circulation, the quality of which is maintained by selective subscription 
selling. it makes sure that your message is carried to the right men—the ac- 
cessibles and the inaccessibles——to do its most effective selling job. 


Published by The Industrial Press 
148 Lafayette St., 
New York 13, N. Y. 


Member: Audit Bureau of Circulations 
Controlled Circulation Audit 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 
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ber. A duplicate number was placed 
office. At the close 


if the month a drawing was made. and 


in a hat at the home 


here 
they knew 
| Pe 


the winning salesman received a prize 
which was an electric train 

The result of the total campaign in 
nd market 


as neo ad could 


the railro was an impact 


i hiev ed 
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advertising 
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handed. Geare-Marston 
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single 
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ANA: Budgets Up for 56% 
of Industrial Advertisers 
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prite 


a — =X 


Cover Story 


P&H ‘Breaks 


the Rules’ 


to Get More Recognition 
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usually ce 
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The 


automotive 
industries 








Who influences purchases 
in the 
automotive industries? 


The design, production, engineering, 
administrative, purchasing and sales 

Answer: executives throughout the four corners 
of the automotive plants. 


PURCHASING... A MULTIPLE PROCESS 


The $8 billion purchase order issued by ‘he automotive 
industries to American industry during 1949 was the result 
of the coordinated functions of automotive men at the 
executive level in design, production, engineering research, 
purchasing and administration. These specif) ing executives, 
working as a team, are deep in the automotive plants and 
often cannot be reached by industrial salesmen i 
have the power to say “yes” (or “no”) to products under 
consideration 


HOW TO REACH THESE BUYING TEAMS 


AUTOMOTIVE INDUSTRIES’ circulation (12,157 net 
paid) is directed to design, production and administrative 
executives in 3118 automotive plants. The Advertising 
Research Foundation’s Business Paper Study #1 of 
AUTOMOTIVE INDUSTRIES proved that 75‘ of 
subscribers and pass-along readers directly enter into or 
influence the purchase of parts, materials and production 
equipment for their plants .. . 81°% of there specify make 
or brand of product 


DEEP PENETRATION OF YOUR SALES MESSAGE 


Only AUTOMOTIVE INDUSTRIES provides full pene- 
tration of the buying influences in the Nation's automotive 
plants, presenting its 23,000 proved readers twice each 
month with cornplete coverage of late developments in 
automotive manufacturing. No other magazine performs 
this vital function. AUTOMOTIVE INDUSTRIES, since 
1895, is an integral part of the great industries it covers 


AUTOMOTIVE INDUSTRIES 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. Po 


TON Poul ; n e ( mr , yo 
Pree } ' 


. . the industrial automotive NEWS MAGALINE 





CoM 
MONO TT ENT i” 
AN , - 
, ,ens Ave EDW. H. DOERGER 


Advertising Manager 
The American Monorail Company 
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TEXTILE INDUSTRIES sells 
$70,979.00 worth of equipment 


for this advertiser 


Money talks! 


Results from American Monorail advertising 
speak for themselves. The reason behind the 
remarkable sales developed from Textice In- 
DUSTRIES’ inquiries, however, is accurately stated 


by Edward H. Doerger—-reader interest. 


“This excellent record of returns from 
your book indicates to us a remarkably 


high reader interest.” 


Among the active mill men re« eiving TEXTILE 
INDUSTRIES, reader interest and reader action 
mean practically the same thing. Textiles are 
booming: already this vear expenditures for cost- 
saving equipment, such as American Monorail 
products, have exceeded those of 1949 because 
mill men are taking action to increase produc- 


tion, improve quality and reduce waste. 


Purchases and recommendations for purchases 
originate in the mills. It is the executives, man- 
agers, overseers and other supervisory personnel 
actually on the job in the mills who know best 
what machinery and equipment is needed for 


better production. These are the men who must 
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be sold FIRST and these are the inen you reach 
through Textice INDUsTRiEs. 

Sales results like these achieved by The Ameri- 
can Monorail Company are no accident. They 
come from careful market and publication an- 
alysis teamed with the consistent use of forceful 
advertising copy. 

From past experience, manufucturers selling 
to the textile industry know that Texte In- 
pustRies has leadership in readership. It is the 
magazine they can count on to reach the core 
of all mill baying decisions. 

Textice INpustTRIES should be the keystone of 
your bridge to bigger sales in textile manufac- 
turing plants—-put it on your schedule NOW, 


Send for this FREE BOOK today! 

= a] it's valuable to you! 
Important textile market facts and 
full information on TEXTILE IN- 
DUSTRIES sre contoined in the 
new N.LA A. presentotion. You 


DUSTRIES | 


TEXTILE IN 


/ 


\ will find i: useful in planning 
\ 1951 scherivles. Copies will be 


mailed on : equest; write for yours. 


ee 


a _ 
— 


ee 


Textile Industries 


806 Peachtree St., N. E, Atlanta 5, Georgie 





Zisette of SKF Industries 
says, “Give the 
P. A. more for his dollar” 


The Purchasing Agent is constantly searching tor more 
value for his company $s dollar that s his job and he 5 


about it. Better design, better quality, better 


mive 
says Mr. R 


serious 
those and you'll get his purchase 


K 7 isene, 


serv ice him 


order General Sales Manager, 
SKI 


Industries, Inc 


conversational salesman, the ‘good 


Zisette 


best 


The day of the 
adds Mr 


Purchasing Agents are our 


This is why 


SKI 


time Charley’, is gone 


contacts sales 


men and P.A.s speak the same language 


ow 


HE NATION AGAZIN 


In his constant search for more for his company's 


dollar, the purchasing executive turns naturally, and 
Magazine. Tailored to his 


regularly, wo Purchasing 


exact needs geared to today $ competitive conditions, 


Purchasing speaks the P.A.’s language as no other 
publication can. 

That is why you find SKF among the more than 600 
companies who advertise consistently in Purchasing 
Informative advertising in the P.A.'s 


magazine helps make your representatives’ sales efforts 


own national 


more profitable and lowers the cost of securing the 
purchase order 

Because it's read by P.A.s controlling 85° of in- 
dustry'’s purchases, Purchasing gives you more for your 
advertising dollar. No schedule to industry is com 
plete without it. For full details, write 
205 East 42nd St. New York 17, N. Y 


Chicago, Cleveland, Dallas, Los Angeles 


Purchasing, 
Ofhices in 


A CONOVER-MAST 
}\\| PUBLICATION 


\\\ 


! 


2 


FOR PURCHASING EXECUTIVES 
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The Copay Chasers 





Alcoa Aluminum 


vy 








Alcoa 


i ies BEST metals ad we ever read 
was tor copper 
But it was signed by the Aluminum 
Co. of America 
Are we kidding? Nope 


We Have This to Say 
About Copper 


The copper industry has been doing an 
outstanding job in this war. Don't forget 
it when you are passing out the kudos. 
Where would the war be without copper, 
lots of it? 

Copper is really something. It’s the 
best stuff in the world for many, many 
things. The endowments nature gave it 
can never be gainsaid Everybody knows 
copper 


But do they? Are the thousands of 
Imagineers throughout the industry giving 
this familiar metal the attention it de- 
serves’ There must be new ways to use 
copper 


Want to interrupt? Want to say 
that if this same copy ran over a cop- 
per company sig, it wouldn't be half 


? 


as effective? Sure, you're right 


because if you read on, what this 
really turns out to be is a terrific sell 
for aluminum. Get a load of this next 
paragraph: 


It must be obvious that we, whose minds 
are full of ideas about future uses of Alcoa 
Aluminum, make this suggestion about 
copper for the best American reason there 
is. Every new use to which copper can be 
put after the war makes for employment, 
For all we know, some new application 
vou may devise for copper will call also 
for some aluminum working side by side. 
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16 Metals Advertisers 
Miss the Boat--Hit the Jackpot 


Preity cute, hey? 

Now, we're not suggesting go thou 
likewise and praise your competitors’ 
metal or brand to create great metals 
advertising. Perish the thought. We're 
simply sampling an original idea 
(even though it’s at least six or seven 
years old) and stating very loudly that 

Vetals advertising badly needs 


some fresh thinking. 


Metals Advertising .. . It's Rusty 


We've collected a fat pile of metals 
ad from half-a-dozen different publi- 
cations for several months back. This 
is very far from a complete job... . 
we'll miss any number of metals pro- 
ducers as well as individual ads. But 
all in all we have enough material here 
to paint a pretty representative picture. 
To simplify still further, we've ar- 
ranged these ads A.B.C.D. So, let's 
start right in with .. . 


{llegheny Ludlum Steel Corp 
This first ad we're looking at is what 
we might term “the get acquainted” 
species. Under a somewhat prosaic 
light illustration of a man at a desk 
dreaming of his sales and profits, the 
long headline suggests, “Take time out 
to consider what Stainless Steel will do 
then call us in to help!” 
We've had more interestingly-phrased 


lor you 


invitations tossed at us, but even so 
there’s a promise here that if we'll in- 
vest the time, we might learn some 
thing we didn’t know before. Let's 


SCC... 


We don't know, of course, whether your 
personal interest in Allegheny Metal 
would be that of a builder and seller of 
equipment—-or a buyer and user. 

But we de know you're interested in 
ways to cut costs; to increase operating 
efficiency: to reduce maintenance and de- 
preciation; to improve quality, and sales 
appeal, ete, And we also know that Alle 
gheny Stainless Steel can secure some of 


these benfits for you—perhaps all of them 

if you'll take the time and trouble to 
check up 

We'll invest the services of our Tech 
nical Staff along with your engineers and 
designers any time. Make use of Allegheny 
Metal’s great properties of timeless 
strength, service life, cleanliness and good 
looks... let us help you to make them pay. 


We'd say 


doesn't tell the prospective new user 


bluntly that this copy 


a damn thing. There’s not even one 
specific fact in any of it. Actually 
Allegheny might better have taken the 
last paragraph, set it in about 18 pt., 
killed everyting else in the ad, except 
its sig, and called it a day. 


Another of this particular series, 
“With Allegheny Metal you get some- 
thing that lasts” is guilty of the same 
flabby main text. In fact, two other 
ads we have here from still other 
Allegheny 


they have the advantage of being on 


ampaigns, even though 


a particular product or for a particular 





With ALLEGHENY METAL, 
you get something that lasts 


a 


UDLUM 


Sas 








Allegheny-Ludlum 








Allegheny-Ludlum 


market, still let you down with gen 
eralities 

One addressed to the fabricator and 
user of kitchen equipment, “The ideal 
kitchen is Allegheny 
Vetal” just rambles on in the text with 


metal im any 


the conventional things anyone says 


about their metal—gereat strength, 
high resistance to heat, wear and cor 
rosion, long lasting beauty, et 

The other, talking about Potomac M 
Hot-W ork Die Steel and stressing “Ac 
curacy” in the headline isn't much bet 
ter. In this ad, of all places, the read 
er had every right to expect specific 
product data. The best he gets in this 
sentence, “Die makers have found that 
size changes are held to a minimum.” 

Actually, the most informative of all 
Allegheny ads is this one, also on a 
; Improve your 


{-L. Drill 


Rod in high-speed. alloy or carbon 


particular product 


products cul osts with 
rades.”” They don't rate a star for that 
trite headline certainly, but someone 
was smart enough to include a three 


column list of y pli sitions, and that’s 


earl ething 
{luminun 
nis still start w 


this 


what hap 
pens when ned with a few 


cts 

Se he's welded aluminum rings 
feet in diameter—-inte this low-pressure 
oxygen plant, bubble cap tower of Alcoa 
Aluminum. And very nicely, too. Welding 


sluminum is ne harder than welding other 


% 


ALUMINUM 


metals. Just follow recommended simple 
procedures and you'll have smooth, tight 
joints every time. Gas, arc, resistance 
aluminum takes them all 

But case of welding is only one of the 
reasons you'll want aluminum for sub 
zero process equipment. It costs 25 to 50% 
less than other suitable metals. Aleoa Alu 
minum gets stronger and tougher as tem 
peratures drop. Shows no signs of em 
brittlement at temperature down to —320 
degrees F and lower 


See? Doesn't take a hatful of facts, 
ust a few, well placed, combined with 
nee, easy writing 

Not that Aleoa always does as well. 
In this ad, “Exterior 
Costs: Zero” they save themselves with 
s little extra copy block headed, “Facts 
for Building 


And here are two « 


Vaintenance 


Owners and Vanager s 


astings ads—“Care 


1008 CL ORITON LOPES OF SCREW Gacerer PeeTs 
Le Mase 

3 aA 
4 











Wh Zaz 


POUS DOVES ON0 4 OOOT AOOTT ITT inn 


Rk 


FIRST in ALUMINUM 





fully cast by the thousands at Alcoa” 
and “Alcoa casts long runs at...” that 
don’t sell anything more than four 
strategically located Alcoa foundries. 
But then again, maybe that’s all they 


wanted to do 


*%One more. Here's a 7-pager from 
one of the “design” books. Opens up 
with a story on Alcoa’s user helps— 
movies, books and basic literature on 
working aluminum. Turn the page, 
and a very interesting spread on “ex 
trusions—“You Doodle It We'll 
Do It.” Caption on left hand page says 
“You can design almost any shape...” 
and illustrations demonstrate it. Big, 
display subheads on right page sum 
up 

We'll squeeze Aleoa Aluminum into 

your design 
Wring out some of your costs 
And help make a better product 


Page three is on screw machine 
parts Significant sentence, “The big 
saving i possible because you get as 
many parts from ] pound of aluminum 
i you get out of } pounds of press . 
This faces a page on forgings with its 
big punch in the headline, “Vou 
Get Alcoa Forgings at 40 less than 
Prewar Prices!” That speaks for it 
self 

The next page is a castings ad but 
onsiderably superior to the two we 
ited before. The lead paragraph is 
your answer 

Would you torture vour product with 
» test like this? Brush Development tests 
the castings we make for their Hyper 
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| cupboard was bare! 


. « » but not today! It’s stacked . . . and the refrigerator, too 

.. + full of canned, bottled and packaged products 

of the Canning, Preserving and Freezing Industry. 

Everything . . . from soup to nuts, from pork and beans 

to raspberry jam and frozen peas 

. . » today’s cupboards are stocked with a sumptuous and varied diet. 


CANNING, PRESERVING AND FREEZING... pro- 
duce $2.5 BILLION of foodstuffs annually. A vast 
industry. Yet, it is only a segment of the much larger 
and essentially homogeneous $33 BILLION FOOD PROC- 
ESSING BUSINESS. Food manufacturing, with its diverse 
products and uniform operations, is ONE INDUSTRY... 
for its problems are basic and solutions require 
kindred methods, materials and machinery. 


Food Processing is one of the livest and broadest mar- 
kets for industrial goods and services of all kinds... 
more plants, greater capital expenditures and a larger 
value of product than any other single industry in 
America! And you can tap this market ... directly and 
effectively by advertising in the magazine which has 
complete horizontal coverage of the entire field... 
Foop Inpustrigs. 


So... FILL YOUR CUPBOARD WITH ORpERS ... Tell your 
story to the real buyers in food plants . . . those reached 
exclusively by Foop INpustrigs. 


Industries 


A McGRAW-HILL PUnICMrONtTE 
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THESE ALCOA SALES OFFICES Wis Aue You 


AnaconnA 


the tome fa remember @ 


COPPER, BRASS & BRONZE 





* American Brass 


sonic Transducer by filling them with oil flashlight. automat water heater, with this unique combination of 
der 1.000 po ‘ Pas . the ives ” : 
unde pounds pressure nem give window crank, air filters and several money-saving properties heads a 


them the quivers at 125,000 vibrations per 

becond. Yet not « trace of vil seeps others. The combination. and treat- rather crowded looking two pages ad- 

through ment with short copy blocks and lit- dressed to chemical engineers. A wide 
Last page is simple, and extremely tle thumb nail sketches is very neatly variety of processing equipment of 

practical——“These Alcoa Sales Ojfices done. Get seven or eight of these in Ampco alloys is shown, and eight 


W ill Aid you!” And that makes at least an ad, and the result—in terms of reasons-why are given. We're not engi 


good reasons why Alcoa’s serious demonstrating the versatility of cop neers but items like “High resistance 
intentions of aiding design engineers per, plus its many other virtues—is to corrosion” or “High tensile 


should be rewarded with a big Ox As amazing. So let’s roll out an Ox As strength” leave us wondering. So many 


with special acknowledge Insertep for Orro H. Ntenporrr, metals people make these claims. How 


Hucu M. Rep assistant ad manager at Anaconda high is “high resistance”? Pretty rou 


INSERTED, 
pment to copywriters I 
heap, J. W. Beurer. C. E. VanVoor Copper Mining, who has just clicked tine stuff, this 
hus, and BurTron ScHELLENBACH. off two certificates in two months {rmco Steel Corp.—Here’s a simple 
Popy chief and vice president, Fuller {mpco Vetals, ln “ {mpco 4l stunt, pretty foolproof Just give the 


& Smith & Ross, Cleveland oys Resist Corrosion, Reduce Costs Continued on page 82) 


{merican Brass Lo The big les 
gon to be learned from this group of 








Odds is talk about your customer's prod 
@cts. For instance, here's a “Short. 
short story” on a brass deep freeze 
latch, told in four easy steps (IM 
September Copy Chasers) 


Sometimes American Brass packs it 
all into the head. Take this on metal 
office furniture, “56 Welds in 25 
Minutes!” And another, capitalizing 
on their customer's own slogan, “No 
Zippo owner ever spent a cent for re 
pairs.” Not quite as good, but in this 
same general category, “Built to Sell 
at $14.95 the New Beacon Combines 
Style, Economy, Precision.” 


*#Combine these and others into a 
spread and you have an abundance of 
audience appeal. That's exactly what 
American Brass did with “Anaconda 
Metals at Work.” Here's Zippo, and 
Beacon Camera plus a key chain n Metals 
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YOUR PRODUCT LITERATURE MUST... 


BE FACTUAL AND INFORMATIONAL... 
BE ALWAYS READILY AVAILABLE... 
GIVE THE DATE WHEN ISSUED... 


If it is to do the proper job of selling 
the electrical contractor 


These ore three of the ten points electrical contractors 
mentioned in a recent “NECA survey of their require 
helpful product literature 
ntractors with an improved 
> assist manvufocturers of elex 
materials, equipment and tools in reaching this 
50,000,000 annual market for these items, a new 
data onnva Electrical Materials Equip 
Tools s being issued in March, 1951, by 
Qualified Contractor. Product Dota pages printed 
~ be accepted for inclusion in appropriate product 
assifications. The index includes 11 principle classi 
fications. Circulation is to the comprehensive Qualified 
Contractor circulation list of employing electrical 
contractors, electrical wholesalers, REA Co-op man 
agers and other prime influences in the electrical 
purchasing field 
The data sheets will be included in a high quality 
leatherweb looseleaf binder bearing the QC and 
NECA imprint. It w be furnished gratis to the QC 
ntrolied circulation list as a NECA Service to the 
ndustry. Contractors not only will use this book o 
a buying reference throughout the year but will use 
t as a sales tool in dealing with clents ond archi 


tects in the design stages of o project 


Write for details or rates. A report on the NECA 


survey on product teroture w be sent on request 


QUALIFIED CONTRACTOR 


610 RING BUILDING WASHINGTON 6, D. C 
PHONE REPUBLIC 7308 


*NECA is the National Electrical Contractors 
Association, the trade association representing 
the $1,500,000,000 electrical contracting in 
dustry 
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‘Here's Help in Selling 


vive neve 


. 
aths« guuceue* gisc* 
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METALWORKING MARKET_ 


Use this important new 
market data in planning your 
advertising and sales program 


Complete, up-to-date market information is gathered each year 
through STEEL's continuing census of 50,000 metalworking plants. 
Now STEEL's research department has condensed much of this data 
into two valuable planning aids. They give you a new picture of 
the size and potential of today's metalworking market. 


STEEL's 1951 Market Selector provides a handy quick-reference 
slide chart that enables you to locate and measure your sales 


potentials at a glance. STEEL's new Market and Media File con- 
bines in a concise, convenient form, important new data on the 


growing metalworking market and STEEL's extensive coverage of it. 
Ask the man from STEEL to show how this new data file and selector 


can serve you in your advertising and sales planning, or write for 


your copies to STEEL, Cleveland 13, Ohio. 


A PENTON 


Find out what's happening in Metalworking 
and you'll keep STEEL first on your schedule 


PUBLICATION 


STEEL 


THE PENTON PUBLISHING COMPANY 
CLEVELAND 13, OHIO 
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sT*k. Composatios 





kd Samco STEER COBPORRTIO# ‘peo 





See tor yourselt how this steel tubiag 
Stvene roaming 


V 


a 


BETHLEHEM ALLOY STEELS 





Armco Steel 


f 


prospect a little game t 
See a Cost-tuttu 


Most of the page is filled with pat 
terns of Armes 


S/ pe ere 


spinless steel bars and 
wire. Ther { the game-player still 
cant find what he wants there's 
1 coupon with a special place to sketch 
he shape he's interested in 
(Mher Art 

ley Of plavil up just « 


ure This one. for 


1 the draw 


wise’ pM 


qualities of 
ited steel sheets. Headed direct 
0k 
shee 

the ugh f ur cilter 

plifies it quickly 

The «pecial sine 

trete he pert: 


a2 


Bethlehem 


base. It doesn't flake or peel in dies of 
forming rolls 


Another 


rugged forming qualities of steel tub 


Armco page, plugging the 


ng savs, “See for yoursel/ how this 

steel tubur rt take s Severe Forming 
Illustration shows a test. On the left 

: sample piece of tubing. Right next 


t it. the same tubing compressed 


(_aption saves 


They put the ‘squeeze’ on this unre 
uched 


un the righ 


sample of Armco Tubing shown 
Originally an exact dupli 
ste of the section of tubing at the left 
it was compressed inte an accordion-like 
fold on a testing machine. Not a crack 
or break can be found 

wall or in the batt. weld 


either in the tube 


There « another Armco series with 


t istrations a bearce 


lock on a 


character made of zinc-coated steel . . . 
a sheet of Aluminized Steel in bed 
“This steel ‘Covers Up’ When It's 
Hot.” 

All in all we'd say Armco is doing 


a pretty sound job of advertising 


Take A Breath 


We can see now that we aren't going 
to be able to devote this much space 
to other 
though this is going to be a two-part 


metals advertisers—even 
article carrying into November. How 
ever—we're already finding a few 


common denominators 


The most apparent thing so far, we 
feel, about the problem facing metals 
advertisers is they have so many dif- 
ferent produc ts to advertise to so many 
different markets. This calls for the 
basic tactics (budget permitting) of 
separate product campaigns . with 
a blanketing 


“company campaign 


especially in broader, horizontal 
rive dia. 

One won't take the 
other 


pany” campaign will not remove the 


plac e of the 
and, particularly, the “com 


fundamental need for the straight 
product stuff, a bread and butter job 
if ever there 


But let’s get back to the mill . 


was one 


Bethlehem Steel Co Most of Beth 
lehem’s ads are on single products. 
Here’s one on spring wire, “Silver Star 
Springs for Cushioned comfort.” No 
bounce in the copy—nope. Here’s one 
on alloy bars. Rather 

“Rolling finer Alloy Bars at 27 miles 


nteresting, too 


per hour” because it talks about a 


new mill . 


This continuous, high-speed 10-inch- 
mill is the most advanced bar-rolling 
equipment in operation today. A mechani 
cal marvel, it can reduce a billet to a 
finished bar in approximately 20 seconds 
The hot steel travels continuously in a 
straight line from the furnace all the way 
through 18 roll stands to the run-out table 
with ne reversing or looping back re 
quired 


Sometimes Bethlehem can be pretty 
Take this ad on steel rolls, 


{n example of fine workmanship.” It 


damn dull 


ves the reader nothing. Likewise this 
fastening ad, “These Specially De 
Faste ungs Veet Spe tai 
Ditto “Call Bethelehem jor 
ed Products all 
no copy outside of a 
Heads.” Include here 
Eve ry Need ” 
hand. ads like “Car 
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PLAN FOR QUALITY 


IN YOUR PRINTED MATTER... FROM LAYOUT... TO FINISHED PRODUCT 


Photo by Mac Ball, courtesy Maryland Casualty Company and J M. Mathes 


As compared with some other forms of advertising, printed 


matter lasts “forever.” Make your direct mail worthy of long finest be 


paper ca 


continued life, interest and effectiveness. Plan it with care and 
M LETTERPRESS 
print it on genuine Cantine-coated paper from a mill that has ani 
ASHOKAN 
specialized in the coating art for over 60 years. ZENA 
CATSKILL 
CANPOLD 
M< POLDING 
VELVETONE 
SOFPTONE 
The Cantme Awards Send specimens of all outstanding booklets, folders seceus TINTS 
atalogs, ¢ s produce an Cantune stcx The Awards Committee, ESOPUS POSTCARD 
33 Madisor Av € ‘ion York 17 
OFPSET-LITHO 
HLARTS LITHO C18 
ZEN AGLOSS OFPSET C.25 
LITHOGLOSS C15 


CATSKILL LITHO C.1S 
CATSKILL OFPSET C.25 
ole Wy You) ESOPUS POSTCARD C.2$ 


ng Merchants. The Martin Cantine Company, Saugerties, pa York. Specialists in Coated Papers Since 1888. 
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hocus pocus, look 


“Our organization has always lived and breathed copper. We've 

pA been fabricating it for over a century. We've shown others how 
to use it. We've developed new alloys, new applications, and 

new manufacturing methods. By concentrating on the things 

we know best, Anaconda has become the name to remember in copper, 


brass and bronze.” —A. H. QUIGLEY, President, The American Brass Co., Waterbury, Conn. 


Copper is the magic metal. Now you see it, now 
you don't. Copper is all around you, often as an alloy 

frequently hidden beneath the plating on your 
coffee pot or toaster .. . or as many of the thousands 
of vital parts of your plant electrical system, your 
automobile, your television set. 


The ANACONDA trademark denotes metals made by 
The American Brass Company, a leader in the de- 
velopment of new and superior alloys, leader in teach- 
ing industry how to use them for better, more service- 
able products 


Anaconpna and The Iron Ace have a lot in common. 


To be sure, metalworking is one of the hungriest of all 
markets for copper. And copper users form a consider- 
able part of The Iron Act marketplace. But we mean 
something more fundamental even than this 


You couldn't imagine metalworking without copper, 
could you? Well, there are lots of people who couldn't 
imagine it without The Iron Ace, either 


At least 18,261 subscribers* said so in 1949 with 
$165,015.88 worth of subscription checks. At least 758 
advertisers (and their agencies) have said so with 
2916 pages of advertising the first 6 months of this 
year 

Most cloquently, The Iron Ace renewal percentage 
says it—78.56%%—nearly 8 out of every ten paid sub- 
*Total paid 18,754 (6/30/50 A.B.C.). Total distribution 26,625 


measure all Metal Magazines 


... and you'll make 


your Ist Choice, too! 


scribers coming back for more . . . not just this year, 
but every year. And if someone took the time to figure 
a renewal rate for advertisers—the results would be 
equally startling. 


By sticking to the things we know best, we have built 
a medium that today gives you 97% buying power 
coverage of metalworking. 


This doesn't necessarily mean that you can't get along 
without The Iron Ace. But why in the world would 
you ever want to? 


YEAR AFTER YEAR, CONSISTENTLY, 
THE IRON AGE HAS BEEN 
Ist... IN WEEKLY CIRCULATION 
Ist... IN PLANT COVERAGE 
Ist... IN MARKET COVERAGE 
Ist... IN READERSHIP SURVEYS 
Ist...IN ADVERTISING VOLUME 


The IRON AGE 


® 


HILTON ICATION, 100 Bee NEW YORK a7, NoE- 
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again...it’s Copper! 
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you do the job with fewer alloy 


grades are worth looking at a se« 


ond time as this bite of copy will 
prove 


Recently one of the country’s largest 
manufacturers of industrial equipment 
submitted for our advice 40 different 
specifications they had been using, in 
volving many different analyses of steels 
and a wide Variety of mee hans al proper 
ties. After a therough study our metallur 
gists were able to reduce the requirements 
to two specifications, involving only two 
grades of steel and two sets of mechanical 
specific ations 


And that, friends, says plenty! 


Brass Co 
have the “house organ” technique 

the “Copper Alloy Bulletin” one 
page, news style. Because of its toned 


down, pseudo editorial handling, this 


Bridgeport Here we 


technique to be successful does not 
dare deal in generalities, or cheat the 
reader. It must deliver timely, factual 
information. On this basis, it will, 
after long, consistent effort, actually 
win a faithful reader audience all its 
own. Anything less than this, and it’s 
licked! 

The particular issue of “€ opper 
Alloy Bulletin” we have heard before 


us is entirely devoted to one Bridge 


port alloy—silicon aluminum bronze 
known as “Duronze III.” Suppose 
we see how much we can learn about 


it from this newssheet 


This alloy contains about 91% copper, 
+ aluminum and 2% silicon and has a 
tensile strength between 85,000 to 90,000 
pounds per equare inch in the annealed 
condition 


It has a machinability rating only 40% 
less than free machining brass rod 

The Durenze wheel (talking about a 
worm wheel in a mill lift truck) was in 
stalled in 1945 and is still in good shape 
for longer service. 

Surface speeds ranging from 15-250 
fpm are possible with high-speed tools 
and much higher with tungsten carbide 
tipe 

And, then, talking about Duronze 
wedge adjusting screws in butterfly 


valves out at Hoover Dam 


1. Ultimate tensile 90,000 psi 

2. Yield point in tension 50,000 psi 

4. Reduction in area 15% 

4. Elongation in 2 inches 15% 

Duronze is 10% lighter than competitive 
silicon bronzes, representing a substantial 
saving in cost 

If every issue of Bridgeport’s littl 
wewspaper is as informative as this 


one it's doing a splendid job 


Bristol Brass Corp.—We ve praised 
this institutional series several times 
in the past. Of its kind it's exception 


ally well-conceived and well-written 





Copper ALLOY BULLETIN 


corres eenownr  trew 














TERCE N 








Bridgeport Brass 


Headline is usually no more than a 
man’s name like this sample, 
“Pierce N. Welch (Fifth President of 
Bristol Brass). Then, always a color 


ful subhead 


The man who dropped the Clock 
whe enlarged and refinanced the Bristol 
Mills who saw Bristol Brass through 
the 1907 panic and who spoon-fed the 
business by stimulating the demand for 
sales premiums 


This is in a sense as near to an 
emotional appeal as you'll get in in- 
dustrial copy. It’s rich in sentiment, 
it creates a certain contagious feeling 
that here is a good house to do busi 
ness with. You'll see what we mean 


in these two paragraphs: 


Meantime, Bristol rolled along in high 
gear, a lot more steadily than the new 
fangled autos you began to see everywhere. 
And Bristol's boomed by 
souvenirs of the battleship Maine, made 
Bristol's “World Brand” plated flatware 
a favorite premium of soap, cereal and 
flour merchants. Then copper tycoon Gus 
Heinze went to the wall, and the country 
went into a tailspin 


spoon-shop, 


But the bread-and-butter prodacts of 
the Bristol Mills Brass sheet, rod and 
wire pulled the company through a> 
they have before and since. For word had 
been well-«pread that Bristol gave you 
nothing but good Brass, and that you got 
it when they said you would. 

That much ix still true. And it’s also 
true that today Bristol makes Brass a lot 
better, makes far more of it, and has de- 
livery, warehouse and distribution fa 
cilities that will give you, wherever you 
are (short of the Rockies) the alloy you 
want, when you want it 


Incidentally, this technique is about 
as sharp a contrast as you could ever 
get with Bridgeport Brass’ news or 


gan. Which 


would you choose for 


Bristol Brass 


your weapon? Or would you need 


some of both? 
%&Carpenter Steel Co.—Headlines 
like these are fast and on the nose. . . 


2 Operations Eliminated 

Reject Problems Solved 
when they changed to Carpenter Stainless 
Tubing 

6 Operations Eliminated 
when they changed to Carpenter Stainless 
Tubing 


and no 


y ep, these are case studies 


nonsense about them. But we like this 
“Before and After” situation even bet- 
ter: 

First they tried two makes of Type 304 
Stainless Tubing, and got 50% rejects on 


the job 
Then they changed to Carpenter Stain 





6 OPERATIONS ELIMINATED 
_ when they changed to 
( anpenter Stainless Tubing. 











*% Carpenter 
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The Expanding plastics industry—busy making and using 
more of its own basic materials than ever before 
— may be a rich market for your product or services. 


We'll be glad to investigate your sales potential in it. 


MODERN PLASTICS Magezine with its 
A8C-audited distribution of 19,856—Cov- 
ering not only the plastics indestry, bet 
also the major buying infleences in other 
industries where plastics ore being used 
in increesing volume—has the highest paid 
circulation and carries more editoriai and 


advertising pages then all other publica- A BRES KIN PUBLICATION 


tions in the field combined. 
—e ee ET GT, eat 
be 
oe Y s Weed 


MAGAZINE 





bo 122-h East 42nd Street > New York 17,.N.¥. 
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less Tubing (type 304) and eliminated 
the high con of rejects and making more 
parts than were ordered 


And this one 


At fir we couldn't make these parts 


from type 416 Stainless é 


Now these aircraft parts are produced 
without trouble —and a final grinding op 
eration is eliminated- —because of the bet 
ter machined finishes with Carpenter 
Stainless No. 5 (Type 416) 

We'll give Warren F. Ranpowrn at 
Beaumont, Heller & Sperling, Read 
ing, Pa.. an OK AS INSERTED for 
these mighty selling capsules 

And while we're at it, we should 
mention some of the obvious adver 
tising advantages § of persistently 


plugging one of them as Carpenter is 





doing with, “Why so many when 2 








will do?” Yes, as you might guess 
this campaign is selling two Carpenter %& Carpenter 
alloy steels to do the jobs of many 


Chase Brass A Copper Lo The 


few samples of Chase advertising we all this is life, itself, to the brass buy made the metals that have made its de 


. ts ssible. 
er but it’s still pretty awkwardly done velopments possib 


have here look as though neither too ; 
Nor is this ad, “Chase Brass and Let that be a lesson to you 


much time nor money was spent on 
them Bronze Wire won't Twist . uncoils *&Cold Metals Products Co Okay, 
Goin fround in Circles Smoothly” any better. Even the lay this outfit has a purposeful theme 
with a drawing of a man doing exact outs look like nobody cared song—a something called “Oversize 
y that because you “Don't knou Cleveland Clifis lron Co.—This Variation.” What's more it dramatizes 
what copper alloy rod to use? Can't seems to be a series of “salutes” to it swell with a gross, black-suited 
ihe alloy you want The answer The Communication Industry,” “The character, a kind of trade paper Peter 
sure, you bet us ime you sau lron Ore Industry.” “The Steel In Lorre who is sniping away at steel, 
dustry,” ete. Try this one on your or marking up costs, or adding his 
Every Chase free-cutt Rod A pianola weight on the scale. Like this 
oy ts Het end Cold worked!” All this Since 1850 -The Communication Indus- Don't let Oversize Variation 
apparently has to do with uniform try im its advance from the hard riding 
omposition and structur close di pony express to instantaneous communica It’s not “price per pound” that deter 
tion throughout the world, has been paced mines the cost of flat-rolled steel you ur« 


by the production and transportation of in your product, but the cost per foot ot 
19 rod alloys and maybe the necessary ores from which have been per piece. When the strip thickness runs 


steal your steel 


onal tolerances Also Chase 





+ Every 
#. Chase 
+ free-cutting 


+ ROD ALLOY is... 


HOT COLD... 


aves THE COMMUNICATIONS MDUSTRY 

95° 

\ Dee's ter OVERSIZE VARIATION sreot yeer steel 
ae Leet SUPERIOR (@20n OFF seeeo acvors 


cme 
WESSEL TeANSPORTATION - COA 
‘ Be ee ye 8 
( chase BRASS & COPPER } C Y, oS , Cy 


anepeee Dae Tani 6) ea 














Chase Brass & Copper Cleveland Cliffs Iron *%Cold Metals Products 
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The 1950-51 edition of Textitze Wortn’s Sales Presen- 
tation, again based on the NIAA outline for publishers’ 
presentations, is an up-to-the-minute version of the 
booklet which won the Bronze Plaque Premier Award 
of the National Industrial Advertisers Association at the 
recent annual meeting in Los Angeles. 

Textite Woartp is naturally very proud of this award, 
emblematic of the highest approval of the NIAA judges, 
especially as it indicates so clearly the marked improve- 
ment made over the 1949-50 booklet which you will re- 
member won an NIAA “Award of Excellence.” We like 
to believe that unremitting gain and improvement are 
typical of Textr_e Wort and its literature. 

May we modestly point out that Textm_e Wor tp is tops 
not solely in sales presentations, but also, as the data in 
our new booklet itself makes clear, in circulation, buying- 
power penetration, advertising volume, and readership. 

The 1950-51 edition of the booklet gives essential TW 
editorial, circulation, advertising, and cost information 
together with much new material on the industry which 
we feel will be helpful in any study of the great textile 
market. 
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This improved version of our top-award booklet 
represents a Market & Media File of special value for 
manufacturers in position to help textile mills with their 
problems of improving results or cutting costs, and for 
agencies handling accounts of this type. 


Write for your copy aac 


TEXTILE WORLD 


A McGraw-Hill Publication - 330 West 42nd St, New York 18, H. Y. 


Please send copy of Textile World's 1950-5! Seles Presentation. 


Name 


Compony 


Street 


City 











These Keaders 


{OF C.B. 

buy the bulk of 

the supplies and 

equipment in the 
2 BILLION + 

Ceramic Market 








OWNERS 
EXECUTIVES 
MANAGERS 
PLANT SUPTS. 
SPECIFIERS 
CERAMIC ENGRS. 
RESEARCH DRS. 


The Ceramic Bulletin circu- 
lation of 5481 goes to the 
above buying factors in all 
fields of the ceramic in- 
dustry. That is, refractories 
glass, white ware, structural 
clay products, material and 


equipment, enamels, design 





and educational. 


Ceramic 
Bulletin 


2525 NORTH HIGH ST 
ce 


Dept 
COLUMBUS 2, OHIO 








CONTINENTAL 


STEEL CORPORATION 


= 





Handsome. 


E4 AS HANDSOME DOES 
Cow Route _— rte 
Srmir sregen 








Continental Steel 


to the high side of the tolerance range, 
you get fewer feet per pound and, there 
fore, fewer units of production per ton 
As a result, your steel costs go up. In ef 
fect, oversize variation is a commercially 
acceptable, but none the less objectionable 
pick pocket—it steals your steel. 

Beat Oversize variation—specify CMP 
Thinsteel, the trade name identifying pre 
cision cold-rolled strip steel in low car- 
bon, high carbon (annealed or tempered) 
and stainless grades. Thinsteel accuracy to 
gauge insures maximum yield per ton 
and offers a definite means of redacing 
cold-rolled strip steel costs to the mini- 
mum. Your inquiry is invited. 


Ox As Insertep? How otherwise, 
Ecmer J. Korr, of H. M. Klingen 
smith Co., Canton, O 
One of the best! 

Continental Steel Corp Big. buck 
Don't 


eve bleed pages, usually color 


say very much, though 

Detroit Steel Corp Common to 
most of this 
probably the best thing in them is a 
headed “Reliance Joab 
Fitted Pre Services.” A 


simple listing follows. The main part 


company’s ads, and 


column 


nlucts and 


of each ad is pretty soupy. But what 
could any copyman do when he starts 
H indsome is as hand 


Variety, the Spice of 


out with 


ome does 


lry —Conven 

ntation Corrosion Lim 
ecia\ alloys. They may 
he chemical eng 


but he'll never know 


Corp Don't know 
but the 


ind headline handling 


copy ms yet, 


Detroit Steel 


are very interesting. You've seen these 
ads—2 column, 2 colors—black panel 
at top of page, full color panel at bot- 
tom, and a deeper tone of color panel 
in the middle. Here are some of the 
headlines: 


even tempered for dies” 
. making motorcars for millions” 
. why starve your automatics” 

making gadgets for gourmets” 
. strip for action™ 

making figurines for faddists” 


Does copy stack up to layout and 
heads ? 


Follansbee Cold Rolled Strip provides a 
continuous supply of uniform steel feed- 
ing from coils right into your automatics 














Steel Foundry 
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Industrial Equipment News 
helps you reach BOTH 
your industrial markets 


1. The Market You Already Know 
2. The Market You’d Like to Know 


You reach your known and your unknown mar- 
ket when you place your advertising story before 
the 61,347 operating, engineering and produc- 
tion men in all industries who depend on TEN 


for product news and information. 


Industrial Equipment News is distributed to 
the more active plants in 26 major industries and 
to a limited number of governmental agencies and 
consulting engineers. Every potential market for 
industrial equipment, parts, and materials is cov- 
ered by this rigidly controlled circulation plan. 

The men interested in product information 
and responsible for specifying and buying in 


these plants literally select themselves by request- 


ing Industrial Equipment News. Currently over 
92% of LIEN circulation is by reader request. 


Add these two selective figures together and 
you appreciate how standard one-ninth page units 
in Industrial Equipment News (costing only 
$125) enable you to reach the right men in your 
primary market and the very people in all other 
industries who are on the alert for products to 


adapt to their own use. 


For complete information on the tremendous 
markets reached by Industrial Equipment News, 
send for the new edition of The IEN Plan, just 
of f the press. 


Good for Selling because Used for Buying 
CCA! 


INDUSTRIAL EQUIPMENT VEWS 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


THOMAS PUBLISHING COMPANY, 461 8th AVENUE, NEW YORK i, W. Y. 
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ch LW Eile 
Vili le 
Let our Industry Census 
very forceful answer to 


From our continuing census, based on 
personal calls in fields and plants, we will 
furnish you ber of people who have 


Pr 





influence in selection and purchase of 
your equipment or services, broken down 
geographically and by job function. For 
example, say this figure amounted to a 


total of . ; " ‘ , ‘ 11,422 


You fill in the number of people in the 
industry your salesmen are calling on 
regularly. For example, say this figure 
amounted to a total of - »« « 5,060 


WHY IT PAYS TO ADVERTISE. Secause, 
without advertising, influential buying 
factors who would not otherwise have 
your sales messages would total. 10,362 
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TW LLVERTIEL 


Bureau provide you a 
this question: 


The first dimension in circulation is the number of copies delivered. 


The all important “next dimension” is the rating of readers accord- 
ing to their importance as buyers of your products and services. 
The Journal's specially trained staff now builds and maintains this 
information, for our circulation guidance, by a continuing program 
of personal calls in fields and plants. Only in this way can the “next 
dimension” be added to any publication's circulation. 


The LAST DIMENSION in circulation is, of course, what happens to 
the copy when it is delivered to the RIGHT PEOPLE. Is it read? 


We are prepared to show you unquestionable proof of the extent 
of readership we have among these right people (your customers 
and prospects). lif you care to recheck these results yourself, we will 
pay the cost of doing sol 


NEW YORK © CHICAGO © TULSA ® PITTSBURGH © HOUSTON © ENGLAND 


MAIN OFFICE 
211 SOUTH CHEYENNE 
TULSA 1, OKLAHOMA 
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sustained yield’ 


f 


or advertisers in 


THE SPONDS BR IY 


LEADERSHIP IN 
editorial policy 
editorial personnel 
circulation 


advertising value 


GQ’ HOW a lumberman a 


x ym 


w tool tl 


iat will doa 








better job and save him 


money 


industry} 


and he 


is the 


ll buy it. He has to, for the forest products 
nation's toughest proving ground for machin 


ery, supplies and services 


ideas 


sustai 


lay's lumbermen are avid readers, too. Seeking new 


new pro 


lucts to test and old reliable products to buy 


f. Mostly they read THE TIMBERMAN because i 


thoroug 


vice 


an 


du 
, 7 
ned yieid 


*h in editorial policy and coverage, more com 
with more circulation and more advertising 
other journal in its fiel 


le in THE TIMBERMAN will result in 


from one of America’s top spending indus 


tries now experiencing its largest years in point of produc 


tion ind earnings 


{p> 
Y f 
x 


519 S 


BRAN 


mely illustrated 36-page brochure 
ch tells the mplete story of the 


estern lun dustry and its vast purchasing power 


Tie 


4Y0183 18 IRV 


An International Lumber Journal 


.W. PARK AVE., PORTLAND 5, ORE. 


Ta. eS NEW YORK CHICAG SAN FRANCISCO 


WESTERN BUILDING 7 


Follansbee Steel 


regardless of the forming operation in- 
volved. Follensbee Cold Rolled Strip is 
4 productioneer’s tool This Follansbee 
Specialty Steel in coils offers many time 
saving advantages 


Yeah? Like what? We're let down. 


Iry again 


Follansbee Cold Rolled Strip is a cus 
tom made «eel suitable for furniture 
manufacturing and a myriad other uses 
Follansbee Cold Rolled Strip in coils is 
available in tempers and finishes for 
most industrial cold rolied steel require 
ments. Follansbee Cold Rolled Strip and 
Follansbee Polished Blue Strip are fur- 
nished in continuous coils to your speci 
fications, You should be taking advantage 
of the customservice on Follanshee 
spec iality Meels call the Follansbee 


Representative nearb 


Sorry. Didn't catch the name! 


Conclusions, tentative 
& temporary 


Sull got a lot of looking to do in 
this busy metals field. 

We'll try to wrap it up next month 

Our teeling so tar Let's just leave 
{ were pretty uninspired 

If metals are the backbone of in- 
dustry. then surely metals advertising 
should be a shining « xample of some 
thing or other 

Hom mavbe no high resistance 

opy corrosion 


—The Copy Chasers 


Weston Appoints Mellen 
Earl R. Mellen. former public rela 
thons manager Westor Electrica In 
ent Corp... Newark, N. J.. has been 


nivertising imager 
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THE SALESMAN THAT NEVER GOES HOME... 


) 


VV ) 


‘ Contents can be transferred from ring binder to the 


get full 


--hour salesman, your catalog 
CATALOGER without repunching. And you ge 


in that misses no buses, doesn’t 

urd of the Dodgers or television flat-reference, too. CATALOGER automatically expands 

every day when opened; its telescoping posts extend to present 
it each page from edge to edge 

lo give your catalog slentity, use CATALOGER 

Cover appeal in your the right binder for the jo ir “X-Ray dem 

luce those sales Cover Ay 1 te il Appeal 


liftferent 


This is “SIGHT-SELLER, the brand-new display 
binder with the built-in easel. No set-up time, 
: X71 no snaps, no fold-overs. Sits up and takes or 
THE FIRST NAME IN BUSINESS SYSTEMS K ders, or, lies flat as this ! 
f—SK.9 — 
iw \ - 
er [LPS 
U Ay ) me J 
, 
* ee 


\ 
4 yA 
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Sales Movie Birth Rate Too High? 


(Continued tram page 35 


a complicated, multi-phase sales story 
which requires animation, exploded 
views, and trick photography for ex 
planation. Although a sound slidefilm 
can accomplish this—and can some 
times do it better—a product or pro 

ess that lends itself to action, such as a 
locomotive or a loom, may be pro 


moted more effectively with motion 


Intense, but Logical 


Movies can be made timeless; that 
is, a long-term sales story which will 
be just as effective five years from 
now can be handled very well by a 
motion picture. Since production of a 
movie takes quite a while and is com 
paratively expensive, a film should 
not ordinarily be used for a quickie 
promotion job 

When emotion and appeal to hu 
man needs are essential to your sales 
story, a movie can be as appealing and 
dramatic as you want it. It can be in 
tense and exciting and still remain 
logical. Even the hardest-headed busi 
ness man is still a human being 

One of the most successful General 
Electric films, “Clean Waters,” takes 
a subject as non-inspirational as sew 
age treatment and trounces the audi 
ence with proof of man’s inhumanity 
to man. The picture, voted “world’s 
best sponsored movie” in 1947, has 
swayed the attitudes of hundreds of 
thousands of people by its dramatic 
appeal Voters in community after 
community have become convinced 
that adequate facilities must be pro 


Hence 


on proposed bond is 


vided for sewage treatment 
they vote “ves 
sues, paving the way for construction 
bids 

You may have a natural subject for 
a motion picture, a ready-made audi 
ence that needs the message, and a 
production budget allocated to the 
project. Still the picture can become 
an orphan without proper distribu 
tion, so you might as well decide not 
to use the medium until you've settled 
the distribution problem by answer 
ing these questions 

1. Who will handle the distribu 
fion 

Often your own sales offices, dis 
trict representatives and dealers ap 
pear to form your natural distribution 
channel. They handle the product; let 


” 


em handle the movie showings. Many 
companies settle their movie distribu- 
tion problem then and there. 

But our experience shows that sales- 
men are more effective when provided 
with a motion picture distribution 
staff in the district office. Salesmen 
invite customers to meetings where 
films are the central part of the pro- 
gram. Salesmen may or may not act 
as projectionists; we provide them 


with proper projection equipment and 


a projectionist whenever possible. 

The district film booking office re- 
lieves the salesman of setting up 
shows and handling clerical details, 
such as film inspection and bookings. 
If your film becomes popular, it will 
be booked heavily and its distribution 
should be left to professionals or to a 
portion of your office staff who are 
hired for the purpose. 

It may be desirable to have all of 
your distribution handled for you by 
film distributing Several 
forms of payment for such services 
are available. Flat yearly charges can 
be made for each print you deposit or 


agencies. 


you can arrange to pay a small fee per 
booking. General Electric films are 
distributed through district offices, 
film depositories, and professional 
agencies. Because of the variety of 
subjects we distribute, we pick the 
type of distribution calculated to get 
mass distribution in some cases and 
only selected distribution in others. 


Spend ‘Enough’ 


2. How much shall we spend for 
listribution? 

This question is as difficult to an 
swer as it is simple. The answer is 
enough.” 

In the first place, you may need to 
consider the investment in new pro 
jection Nearly always, 


the picture alone is not enough, and 


equipment 


accompanying promotional literature 
should be prepared. Prospect cards, 
engineering manuals, space ads and 
mailers may be advisable for proper 
promotion of your picture 

Film costs, both original and re 
placement, must be included in your 
budget. Distribution costs may run 
$200 or more per print per year. Fifty 
prints circulating could require $10 


000 annually for distribution but your 


“ad 


Pri aw L 


OEM 


STORY board is checked by Mr. Gib- 
son for a GE film on motor funda- 
mentals. 


cost-per-viewer might be only a frac- 
tion of a cent. 

One midwest company budgets an 
amount equal to production costs for 
promotion and distribution. The com- 
pany’s last movie cost $75,000 for 
production and $75,000 for promo- 
tion and distribution. Without the ade- 
quate amount spent for the latter, the 
$75,000 film would have been a total 
loss. As it is, the company is proud of 
the film and the results of its wise 
promotion. 

The above example 
large expenditure of funds to promote 


represents a 
what was easily the greatest single 
public relations effort of a multi-mil- 
lion dollar corporation since the war. 

On the other hand, our files show 
that films 


ranged from $8,000 to $15,000 sever- 


whose production costs 
al years ago are still being promoted 
in space advertising, catalogs and 
mailing pieces. Prints valued at near 
ly half the production cost of the 
movie are in circulation, and every 
year new print costs and new promo 
tional efforts add to the long-term in 
vestment in the project. 

It is a wise sponsor, therefore, who 
allocates an adequate amount of pro- 
motional funds to a movie project even 
if it means cutting down on the pro- 
duction budget. 

3. When shall we start distribu- 


fion 
Keeping in mind that a film project 
may take three months or a year to 
complete, it is essential that release 
plans should receive a great deal of at- 
tention. Press notices and other pro- 
motional plans should all be coordi- 
nated with the over-all merchandis- 
Continued on page 146 
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Delivered at Home... 


where a man has time to read! 


roleum Processing home 
delivery. It gives 


then the expert know-how they 
ind pl ace they 


mique Home See 


Refinerymen like /’¢ 


is ind copies 
need, at the time 


And the 


ire 

r meet t 
ean study | 
fary reply ‘ urd pel 
sbout advertised products 
their homes 


quire 


yment, make yo 


THE BEST-READ REFINERY PUBLICATION 


REACHING THE MOST REFINERY READERS 


7) troleum Public 
Heodquorters, 1213 W. Third St., Clevelond 13, Ohio 
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Offices in New York, Chicago, Philodelphic, Houston and Los Angeles 
195C 





WHT | QQWEETHEART ror 


NOW OVER 25,000 NET PAID ABC 


ENGINEERS IN UTILITIES, SERVICE FIELDS, AND 
CONSULTING JOBS 


NO OTHER INDUSTRIAL MAGAZINE EVER GREW 


$0 BIG SO FAST! 


PICTURE JOURNALISM UNIQUE TO INDUSTRIAL FIELD 
. «» READERS SAY “IT WRITES THE WAY | TALK!’ 
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AN ADVERTISING BUDGET! 


(OR...WHY NOT TAKE A FRESH LOOK 


AT THE POWER FIELD?) 


Most advertisers of power-goods are taking a new look 


at media for 1951. For several reasons. 


First, there’s a new awareness of how big the power 
market really is. (It spans all manofacturing plants, 
embraces the huge service industries, hotels, large pub- 
lic buildings, and, not least, the utilities.) 


Second, there’s a dilemma about some of the available 
media. Recent changes have altered lists here and 
changed an editorial formula there. And some media 
are being presented as part-power, part-something else. 


So, many an advertiser's fresh look sees something 
like this 


“OPERATING ENGINEER is now over 25,000 all-paid 
circulation. It guarantees me an extra, undupli- 
cated audience in the big power market, It sure 
gets good reading. And it gives me influence at 
the operating level where sales begin.” 


That's why budget time is a good time to take another 
look at Operatine Encineer. Its 26,000 readers have the 


POWER SYSTEMS TAKE A LOT OF MAINTENANCE (mainly) maintenance job of keeping America’s wheels 
... THESE MEN GIVE IT turning. Shouldn't they be using your 








lubricant controls 
motors compressors 
belting valves 

pumps and-so-on ... ! 


Some 133 advertisers are fast getting acquainted with 


the operating engineer. Are you? 


RESPONSE? OVER 2000 REQUESTS FOR MANUFAC 
TURERS’ LITERATURE FROM ONE ISSUE AND 
EDITORS GET HUNDREDS OF LETTERS EVERY MONTH! 


A McGRAW-HILL PUBLICATION + 330 WEST 42ND STREET, NEW YORK 18, N.Y. + ABC + ABP 
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Editorially Speaking 


© The Task Method of 


Budgeting Advertising 


We hope that every reader of InoUstriaL Market 
Ne ive caretul attention to the article on setting 


ulvertising budgets by the task method, contributed 
to our September issue bw Bennett A. happle Ir 
wssistant vice-president of the United States Steel 


Corp. and president of the National Industrial Ad 


vertisers Associatior 


We regard this as one of the most important ar 
ticles we have ever published not because the sub 
ject is entirely new, but because Mr. Chapple’s dis 
cussion of it demolishes effectively most of the ar 
guments which have been used against the task 


method and in favor of one of the more commonly 


used methods of setting up an rdvertising budget 


lt is much easier. of course. to take a predeter 
mined percentage of sales for a previous period or 
1 projected sales volume for a future period, and 
ll it “the advertising budget.” and then put to 
ether various expense items to absorb the amount 
thus made available: but as this article shows, it is 
ot the scientific method, nor is it the one most 
likely to produce 


expenditure 


profitable results for advertising 


The task buds nethod has as its greatest ad 
of integrating all factors in in 

since it requires answers to the 

What d we want t 


expect t reach our objectives 


ccomp ish 


ite and satisfactory answers to 
uns that all neerned with sales 
urket rese s with 

the 


panies; but we are willing to predict that such dis 
cussions as that of Mr. Chapple will accelerate a 
ceptance of the modern idea of using advertising to 
wccomplish specific tasks, and of setting up the job 
to be done in such a way as to enable advertising 
to be designed and its accomplishments measured far 


more accurately than by anv other means 


® Industrial Communications 
at the Local Level 


Much discussion of the recent Fortune criticism 
of industry's communications programs has ob 
secured the fact that many manufacturers are al 
ready doing the job effectively with their own em- 
ployes and communities. As the excellent reports of 
Newcomb and Sammons on Employe Communica- 
tions and Public Relations in INpusTRiaAL MarKket- 
ING have emphasized, it is far more practicable to 
explain what one company is doing, for the informa 
tion of its workers and its neighbors. than to tell 
the world in general about business and its con 


tributions to the national economy 


Fortune believes that business has failed in its ef 
fort to communicate with its workers and the public 
generally on the whole basic pattern of the Ameri 
can economic system; and it believes that commu 
nications are a two-way process, in which business 
should listen to what others have to say. as well as 
to attempt to communicate tts own ideas. It finds a 
ot wrong with the generalizations which have been 


ittempted on this subject 


Individual companies like Warner \ Swasey. and 
groups like the Advertising Council have had a try 
it writing copy about the economics of American in 
dustry, and much of it has been good. But generaliza 
tions are usually weak, and it is difficult to generalize 
ider or listener 


about business without having the 


{fer exceptions as a means of disproving the rule 


That is why the oO ‘ tual companies 
told at the local level to ) heir families and 
their communi ’ o otter weh better 
prospect rwceptable 
with good 

is to its sup 
pliers, its ompetitors, its cust ind its stock 
holders, were to do as good jol vossible of ex 


ts owt ndividual operat t would 1 


necessary to plan national campaigns which per 


tive 
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MARKETING. October 


1950 


Would you like to start more manufacturers using your parts or 
materials? That's a big job. Your salesmen know how tough it 
is to get into engineering deportments—and that's where you 


must start. 


So it's a job for MACHINE DESIGN with its thorough coverage and 
high readership among 60,000 engineers. They spend more time 
with MACHINE DESIGN and return to it more often. It deals 
with their current problems—gives them the information they 
need and rely on 


These ore the men you can't afford to miss—especially now—when 
product development and redesign are at their peak. If you want 
to be there when they write their specifications, put your product 
story in MACHINE DESIGN. 


A Penton Publication * Penton Building, Cleveland 13, Ohie 





Here's the way 
Sweet's Catalog Service 


works for you: 


catalog design 


wit 





“We accomplish two important things by having 


Sweet's service distribute our MARVEL Saw catalog 





First, Sweet's gets our catalogs into the hands of thou 


sands of our best prospects in the metal-working in 


catalog distribution dustries econd. we know that it will always stay iv 


‘ 


their flees. ready for them to use whenever the 
etal saws 


«sible to foretell when and where each 


ire customer will turn up, so use the Sweet's 


nformation on our line of MARvVEI 
it this gives us a much better chance 


th with and without pers 


Sweets Servier can distribute our cat 
slog te any of all these seven market« 
Preduct Designers, Mechanical lodus« 
tries, Process Lacdustries, Power Plants 
Ceneral Ruilding Market. Heavy Con 
struction Market, and Light Construc 
tion Market 
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“This plan of catalog distribution also gives us fast 


action returns from our business-paper advertising 





it ur advertisements. we rele the reader to our cat 
slog in Sweet's File. where he can get further infor 
atior n MARVEL Saws at the very moment our ad 
vertisement came t his attention and inter sted him + 
Harry J. Blom 

J e President & Treasurer 


ARMSTRONG-BLUM MANUFACTURING CO 


Sweet's handles more catalogs than any other or- de ahr 


ganization—in 1950, over thirty-five million cop- 


ies for 1,148 manufacturers. 
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Advertising Volume 


September 


Volume |.7°, (in Pages) Over 1949 


lust 
Product 
Trad 


Export 


Grend Teta 


Year to Date 


Volume 2.9” {in Pages) Under 1949 


Grand Tote! 


industriel Group 1950 ee? Industrial 
Pages 


Group 


EPTEMBER advertising volume tor 

251 business papers went up 1.7%. 
hix is an increase of SOL pages over 
29.416 placed in September, 1949, ind 
a percentage increase for four of the 
five reporting groups 

Almost 250.000 advertising pages 
have been plac ed in these public ations 
through September, which is a 7.362- 
page decline, or a small 2.9% off for 
the year to date period. 

Individual group breakdowns for 
September are: 148 industrial papers 
up 1.5%, or 261 pages. Product news 
up 9 or 187 units (figures based on 
» one-ninth page unit). The 53 trade 
papers are off less than | 18 pages 
dewn, while 26 class publications are 
up 3.9°, or 92 pages. For the first time 
in more than a year, the export group 
shows a gain of 0.8 or nine pages 

Cumulative figures show class and 
product news publications up 1.7% and 
> r spectively Industrial papers are 
off 3.5 to date, trade down 3 and ex 


port off 10 


I} publications 
standard 


pas 


1950 1949 
Pages 
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Now — Kimberly-Clark brings you 


Premium 


Papers at 


Economy Prices ! 


HOT OFF THE PRESS — WITH SPARKLING NEW LEVELCOAT SALES APPEAL 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new ‘iber, 
new formula, give you premium qual 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four 1950 Levelcoat papers. In 


make-ready, on large or small presses, 


you ll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, youll agree 
there's a striking new diflerence in 
the quality of printing achieved- 
with less waste—on 1950 Levelcoat 

So regardless of your paper re 
quirements — for long runs or short 
runs, for advertising pieces, mag 
organs —look to 


azines or house 


Levelcoat for printability at its best 


From logs to chips in 60 seconds! After 
whirling blades reduce logs to “postage stamp 
chips, screens remove oversize pieces It's part 
of the carefully integrated system whereby all raw 
materials, machinery and processes are produced 
or controlled by Kimberly-Clark — giving you the 
finest coated paper in this market 


Egg beater a la Kimberly - Clark! Automat 


cally-controlled room-size beaters blend LongLac 
sulphate pulp with other raw pulps. This exclu 
sive ingredient—plus the new white clay coat 
ing formula—is the secret behind a super-smooth 
1950 Leveleoat with broad ink affinity, dimen- 
sional stability, and brilliant new whiteness 


Ever picked a pick resistant paper? You have 

if you've picked Leveleoat! And just as this 
picture shows the test for opacity, so does Kim 
berly-Clark test each lot of paper for pick resis 
tance. They're just two of the 79 checks that 
aseure 


in new Levelcoat, the press performance 


and reproduction of higher priced paper 4 





Before choosing any printing paper — Look at Levelcoat 


New HIFECT*— with sulphate-cookes 
wre added ermanence, foldatulity, db 
sional stability make Hifect ideal for 


covers or any fine letterpress printing 


New LITHOFECT® - for 


Lithofect provides a motsture-and-pick-re 


fiset printing 


sistant sting. Offers outstanding foldabuil 
ity. Renders colors*without loss of density 
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New TRUFECT”* 


even better than before. Trufect, for letter 


whiter, amoother, folds 


press, offers faster ink setting time, greater 


press dependability, finer reproduction 


New MULTIFECT® —an economy sheet 
for volume printing Now Multifect has added 
strength, better foldabilitv, greater uniforn 


ity ream-on-ream than ever betore 


KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN Kimberly 
Clark 


7 





Use THESE TWO MAGAZINES TO COVER 


... The technical monthly that reaches 
Engineers and Contractors who 
SPECIFY EQUIPMENT FOR 
LARGE BUILDINGS 





These Articles are an Index 


. to the kind of equipment which is of vital 
concern to readers of HEATING AND VEN- 
PILATING — equipment for heating, ventilat- 


tor Fuel OF Tanks ond 


ing. air conditioning, piping, industrial refrig- Puping tor FG Burners 


eration, process steam, service water, dust col- 


lection, and plumbing, for large buildings. bs 


hose readers are the I ngineers and Contrac- 

tors who are in a position to design your pred- 

uct into systems for installation in industrial 79 Pointers for the Selection, Area 
ment. and Piping of Unit Moor 


plants. hospitals, office buildings. hotels, stores. 


theaters, institutions, government buildings. ance of « Typical Baseboard 
housing projects ete 

HEATING AND VENTILATING, published 

continuously since 1904, is favorite reading 

among these busy and important enginecrs and 


in effective medium for manufacturers who 





want to concentrate thei advertising dollars 


where they will do a real selling job 


SPEND FOR mple copy and informative 
t page booklet How 





Heating and Ventilating 


148 Lafayette Street, New York 13, N. Y. 


BOTH THESE MAGAZINES are published by The Industrial Press, 55-year-old 
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\HEATING © VENTILATING 


THE MARKET FOR | AIR CONDITIONING © PLUMBING 





... The “new equipment” magazine for 
Contractors and Wholesalers concerned 
with Heating and Plumbing Equipment 
for HOUSES AND SMALL BUILDINGS 











These Articles are Typical Dishwasher Has 


New 1990 model Hotpoint automatic dishwasher- 
. of the new-equipment items which have 
drawn over 60,000 inquiries from readers of Yoloy steel pipe in seamless form bas been available 
: : . . . me where resistance to 
this magazine during the past eight months! : 
They indicate, too, the types of equipment sold 
by the 35.000 Contractors and Wholesalers 


who read HEATING & PLUMBING EQUIP- Pring benny eehy —~ayh esnr- ding omrt 
MENT NEWS the only publication in the ' oy 

heating and plumbing field which covers all 

these buyer-types: Radiator and warm air heat- 

ing contractors, oil- and gas-burner dealers. 

plumbing contractors, and wholesalers and 


distributors who supply all the foregoing. RS hh: 
. mpany, Wiley agton 99, Delaw 
t Seutined urn, hae 


Even if inquiries are not your primary con- 
sideration the amazing inquiry record of 


HEATING & PLUMBING EQUIPMENT ' nt has jest been made of « complete 


li radintion by Fedders4Quigan Corp, 


NEWS is concrete proof that your product story The widl radustion is designed for 
| I 


gets unusually high and enthusiastic attention 
and response from our readers. 


SEND FOR muple copy and informative 


Teo cable 2 in. pipethreading 
clued +" Tom Thumb line mar efactured by The 
Both models are 


literature on circulation, market, types of 


equipment bought, ete Oster Mfg. Co Meveland. (hice 
det gned primar ly for 
threading pipe from ‘s 
to ‘fim standard range 


Heating & Plumbing corer 
Equipment News ed rae wi 


148 Lafayette Street, New York 13, N. Y. 


firm which also publishes many books in heating and related 


INDUSTRIAL MARKETING, October, 1950 





tinued trom page j Cless Group 
Product News Group 1ee9 


\clvertisin ae 
Our Readers ; me. 10% x ft) 


American Funcra 
American Ha fress« 


. ; ate ‘ : American Kestau 

Ranking x 0 

4 . , . ' . . (hain Stere Age 
Fountain Hestau 


WANT [ee eer 


| an re 2 ~— , - ; . Dental Sur 


} ; j » ~ 7 n . Founta ‘ 

i] i. ’ ' - —_ Hospital Manaugemet 
Hotel Management 
purcat " . Hotel Monthy 
| Hotel World-Review 
2 


YOUR PRODUCT 


BUTTER CHEESE 
MILK PRODUCTS 


Export Group 





No other industry is so consistently pub- 
licized, so rigidly controlled by health 
boerds, so widely inspected by the pub 
' and a6 @ rewilt so progressively 
maintained as the dairy industry. And 
because milk and mill products are nec- 
essary in the human diet and in demand 
during any economic condition, dairy 
plants are always eager TO BUY 
ALWAYS ABLE TO BUY. 


WHY OLSEN PUBLICATIONS? 


Each Olsen Publication is tailored to « 
particular phase of the dairy industry 
Each hes the largest circulation at the 
lowest cost per thousand. ABOUT 75% 
OF THAT CIRCULATION IS IN THE 
“BUYING ZONE plant owners — , merry, Ne 
managers. superintendents etc men “Fy : 
whose principe! interest ic their business 
and how toe mate it more profitable. 
That's why Olsen Publications 
afford «a plus-velue in reader 
quality, reader-response and 
reader-purchasing power 


WRITE FOR MARKET DATA 


THE OLSEN PUBLISHING CO. 


b 


th ¥ m@uet ee ¢ 
Wester 


NOTI The ab 
r Pp i 


Sth Se Milwoukee 12. Wis 
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—— foryourMeda® Staal Processing 


REFERENCE DATA SHEET 


ADVERTISING RATES AND Member CONTROLLED CIRCULATION AUDIT, INC. 


MECHANICAL INFORMATION 
CLASSIFICATION—FEBRUARY 1950 


One Six Twelve Companies-—engaged in Steel Processing 1.146 
Time Times Times Executives of Companies engaged in Steel Processing 1,281 
Managers of companies engaged in Steel Processing 1.553 
General and Department Superintendents 1651 


. . 63.00 7.40 42.40 
Two-third page 165.0¢ 4 ' Engineers . 834 


One page ; ‘ $200.00 $170.00 $150.00 


Island half page . 120.00 115.00 105 Chemists and Metallurgist« . 52] 
112 
33 
159 


One-half page 110.00 105.00 95 Foremen 
Cne-third page 97.50 92.50 Die Sinkers and Draft«nen * 
Purchasing Agent« é 
Miscellaneous Occupations engaged in Meel Processing = il 

roTAL 7,501 


° ’ Z 40.00 -« 
One-sixteenth page Gross Circulation 8.055 


One-fourth page 60.00 


One-eighth page $0.00 


Seed pages 10% addivonst of base cats carase. Publications by Stee! Publications, Inc. 
Color—Red $50.00 extra per page 

Color—Red $80.00 extra per spread. 

All other colors $75.00 extra per page 

All other colors $125.00 extra per spread. 

Metallic Inks, $100.00 extra per page. 


Metallic Inks, $150.00 extra per spread. 


Mailing date, fifteenth of month; forms close the |8th of the 
preceding month; copy and plates due fifteenth of preceding 
month. Type page size 7 in. x 10 in.; bleed page size 8% in. x 
11% in. trim page size 8% in. x 11% in. half page 10 in. x 
3, in. or 4 }} in. x 7 in.; Island half page size 4% in. x 7% in 
All advertisements less than one-half page to have complete 


border 


The only independent engineering journal devoted to and 
specializing in the technical, semi-technical, production and 
engineering problems of those engaged in the arts of forging, 
heat treating, Stamping, forming, etc in the automotive and 
other steel processing industries. Individually subscribed to 
and read by men who designate requisition and buy the equip- 
ment used in these fhelds: General Managers, Production 
Managers, Product Engineers, Metallurgists. Superintendents 
and Foremen of Shops and Departments devoted to all opera- 


uons for the processing of steel. 


Steel Processing devoted to the problems of the Steel Fabricator 
Watkins Cyclopedia of the Steel Industry describes the processes 
relating to the manufacture and fabrication of steel 


Blast Furnace and Steel Plant reaches the influential buyers of 
Steel Plant equipment and supplies 


Published by 
STEEL PUBLICATIONS, INCORPORATED 


Directory of lron & Steel Plants, including personnel. 


Directory of Steel Processing Plants, including personnel, 
4 SMITHFIELD STREET PITTSBURGH 30, PA. 
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MORE OF THE BASIC FACTS 


APERS REALLY ne40” 


ARE BUSINESS P 

alityine test on 

nd advertising material, 4 evt of every 
to be actual readers. 


in o a 
rove themselves 


editorial @ 
subscribers 


meES? 
who have e 


0 readers 
sk for supplies a 





205 
a 42nd Street, New York 
RRAY HILL 6-4980 ee 
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ADVERTISERS HAVE ASKED FOR 


onthe IKUE STKENGTH ot 
BUSINESS PAPER READERSHIP 


are now made available by the ARF and ABP 


Three more surveys in “The Continuing Study of 
Business Papers’ are casting new light — more 
penetrating than ever—on the “who,” “how” and 
“how much” of business paper reading. These sur- 
veys reveal the kind of unbiased, exacting facts 
advertisers and agencies have said they wanted. 


How many subscribers and readers influence 
purchases? Specify brands? . . . What is the range 
of readership on editorial material? On advertise- 
ments? ... How much home reading is there? .. . 
How many subscribers share their copies with other 
readers? 


These and a host of other live questions that affect 
advertisers’ evaluation and use of business paper 
space ore answered, authoritatively, in these stud- 
ies. The examples presented on the opposite page 
are stated broadly, and are merely illustrative. The 
separate studies on Automotive Industries, American 
Builder, American Machinist, and Chemical Engi- 
neering deal strictly in specifics. They afford an 


HOW TO OBTAIN YOUR COPIES 


abundance of pertinent data which the fact-hungry 
advertising buyer can absorb. ABP urgently recom- 
mends that you get copies of each report (how to 
get them is explained below) and study the findings. 


“The Continuing Study of Business Papers” is 
conducted by the Advertising Research Foundation* 
and paid for by the Associated Business Publi- 
cations and its participating members. ARF’s sole 
purpose is to carry on impartial and objective media 
research which points the way to more effective 
advertising. The money invested in this project is 
now in the neighborhood of $150,000. 


ABP is proud to serve as the sponsor of. this 
tri-partite project. We believe it is a significant 
contribution to the odvertisers’ store of media 
knowledge, and that it competently demonstrates 
the real and unchallengeable strength of qualified 
business papers. 


*An organization sponsored jointly by the Americon Association of 
Advertising Agencies and the Association of National Advertisers 


Copies of Study No. Two, on American Builder, available in August 


1950 Copies of Study No. Three, on American Machinist, available in September, 1950 Copies 


of Study No. Four, on Chemical Engineering, available in October, 1950 
copy of each study is mailed without charge to each member of the AAAA, the ANA, and ABP 


Following publication, one 
Extro 


copies for members of these organizations, and copies for members of the NIAA, cost $5.00 per single 


copy, or $10.00 per three copies lin any combination desired) 
FOR YOUR COPIES, WRITE TO YOUR ORGANIZATION’S HEADQUAR 


zations are available at $25.00 each 


Copies for non-members of these organi 


TERS OR THE ADVERTISING RESEARCH FOUNDATION «@ 11 West 42nd Streets New York 18, N. ¥ 


BUSINESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which 
bas been cooperating since 1916 to maintain and enhance the standards of 


business paper publishing, in the interest of the reader and the advertiser 


as well as the publisher 
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Tuvestigate 
MECHANICAL ENGINEERING 
FOR 1951 


HE ENGINEER who 
would add to his stature and increase his responsibilities 
must keep informed on developments in-the-making. 


New and significant developments emerging from the 
intensive cooperative objectives of the ASME, and from 
contributing sources, are the kind of material which 
appears in its monthly publication, MECHANICAL 
ENGINEERING 


The editorial content could not be produced by the 
usual editorial staff, however well qualified. It can be 
said, with almost 100° accuracy, that the editorial staff 
of MECHANICAL ENGINEERING consists of the me- 
chanical engineering profession as a whole; or, at least, 
of those engineers who accomplish things beyond rou- 
tine practices, and who are forever interested in such 
accomplishments, whether by them or by their fellow 
engineers 

There should be NO mystery, therefore, as to why 
MECHANICAL ENGINEERING provides for indus- 


trial advertisers penetrating approach to the mechanical 
You can put your finger on any definite 


aspect of MECHANICAL ENGINEER- 
ING by reviewing its NIAA presenta- 
tion, A new edition has just been issued. 
Why not write for a copy—it will give 
you the factual data you need to take that 


engineers and industrial executives who comprise its 
readership, and who carry equipment responsibilities 
aggregating billions of dollars 
Over 34,000 engineers and industrial executives of 
high-calibre, and aspiring wo higher responsibilities are 
now being served by MECHANICAL ENGINEERING 
And that places MECHANICAL ENGINEERING 


high as a means of reaching the high market potentiality 


investigating look for 1951. 


these 34,000 men represent in terms of industrial equip 
ment, and the parts and materials that are designed into 


the equipme nt 





MECHANICAL. 
NON aaING 





On Fi Tat 


S Mo... Membership Guarantees Reader Quality 











AND DIRECTORY 





Be sure you also include the 
ASME MECHANICAL CATALOG 
and DIRECTORY in your budeet 


for 195! 


DATEVERIONS TORO 


Tue AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
9 WEST {OTH ST.. NEW YORK 18,N. ¥ 


« Sew Premes 
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NIA A News 


Netione! Headquerters, |776 Broodwoy, New York 19, N.Y 
Bennett Chapple Jr.. president 
Blaine G. Wiley, executive secretary 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Chapple to Offer Expansion Plan for NIAA 


Asks Ideas on Advertising 
During War Mobilization 


Cruicaco— President Bennett S. Chap 
ple. Jr.. of the National Industrial Ad 
vertisers Association has announced to 
its board of directors that he will pre 
sent a complete plan tor expansion of 
NLAA. its functions and services at the 
next board meet lan 8 in Pitts 
burgh 

Mr Chapple w tie * assistant vice 
president, U.S. Steel Corp., Pittsburgh, 
asked board members for ideas and sug 
gestions on what industrial advertising 
can do in a mobilization economy and 


APPLAUSE IS AWARDED to Col. Willard F. Rockwell, chairman of the board on “a policy for NIAA action in view 


Rockwell Mfg. Co., Pittsburgh, after his address to Industrial Advertising Council ‘ e present world 

of Pittsburgh. From left: NIAA Junior National Director Robert C. Myers, Car the request at a beard meeting ove 

negie-Illinois Steel Corp.; W. F. Weimer, Pittsburgh Equitable Meter Co., secre which he presided here Sept. 11 

tary, Pittsburgh chapter; NIAA President Bennett S. Chapple, Jr.. U. S. Steel Corp.; At the meeting. Mr. Chapple ap 

Pittsburgh Chapter President A. R. Teifeld, Copperweld Co.; Col. Rockwell pointed Robert A. LeFevre, advertising 

Chapter Director C. N. Schmidt and NIAA Vice-President W. B. Montague, both manager, Ohio Brass Co. Mansfield 
f U.S. Steel 


situation He made 


i) to head a steering committee tor 


making specific recommendations on the 


Cleveland Ad Man Gets Ive set it | or Sep Y at our irea, scope, techniques and financing 


sual meeting place. ve planned a few of an NIAA study of inquiry evaluation 


a Jolt—from ‘Cuddles’ drinks and a nice dinner. There ll be a and follow-up. The study was proposed 


of fellows there early in the und the request fer a steering commit 


went tor * 

evenin m sure you ll want to meet tee was made by NIAA’s research plan 
— ro 1 want te in ning and control committee 
opened 
agg cial guest whos NIAA’s program bureau, which serves 


nk eT com ’ 4 , — eo he 


as a clearing house of speakers who are 


eminine 


ivailable lor appearances before its 


d a special movie to chapters monthly meetings, will in the 

read o net yeu know ist the kind vou future be managed by the association's 
oh *** And we ll turn the lights down New York headquarters, the board de 
June und watch it just the e ve don cided, Previously it had been a commit 
so many times betore ee activity 

Ill be waitir g to 
time—about 6 p.1 sa ‘ 
med F. L. GEMMER 

Pirrssurcu—- I Gemmer te 
senior account executive of Ketchum 
MacLeod & Grove, and a member of the 
Industrial Advertising Council of Pitts 
burgh, died Sept. 2 in Allegheny Gen 
eral Hospital after an illness of several 
weeks 

Before join ng KAMA. in 1946. Mer 
More t I ers of the Na emmer had created and produced many 


Fortune’ Mails 3,300 NIAA Booklets 


seers Associa ndustrial advertising campaigns for the 
fune s uivertising department of Aluminum 
Lompany otf America Pittsburgh from 
1929-44, and was advertising and sales 
f promotion manager. Burndy Engineer 

ng Corp New York. from 1944-46 
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A TROPHY was won by Herbert C. Schuckle (left) president, Emery Advertis 


ing Corp., Baltimore, for the low gross score at the annual golf outing of the Mary- 


und Industrial Marketers. The award was presented by J. F. “Jack” Apsey, Jr 
stional vice-president of NIAA and advertising manager of Black & Decker Mfg 
Co., Baltimore 


Rochester Industrial Advertisers 
Elect A. W. Taff President 


\ \ i 


Plan Film on Advertising 
During Mobilization 


( A til 


Railway 


Adver 


Carl Murray Elected President 
f Houston Industrial Advertisers 


Joyce, Wiley Prepare NIAA booklet 


for Membership Campaign 


Buying Study Film Available 
To NIAA Chapters 


f 


Three Top Executives Flay 


Institutional Advertising 


Newark, VN. J 
off the deep end with institutional 


A:dvertisers have 


vertising forgetting that 
function of advertisi 
Thomas A. Printor 

Chemical Co.. Harris 
Industrial Marketers 


i monthly meeting 


I don't think « 
larly interested in wil 
thinks about secial tret or the philo 
sophy of government, he declared The 
public knows that most companies have 
an axe to ar nd on such matters 
The function of advertisir g is to sel 
goods. When it fails to do that it ceases 
wivertising and becomes a forn 
iia that most mpanie- 
ould be wise to retram trom using 
Leo Roon, president, Nuodex Products 
disagreed with Mr. Printon’s evalua 
tion of institutional advertising. He was 
one of three other leading industrial ex 
ecutives appearing on the program t 
evaluate how top management teels 
toward advertising 


Mr. Roon 


advertising 


isserted that nstitutional 

properly ised can prod net 

intangible results, sometimes more n 
fl ential than direct sales app ils 

In a buver s market advertising mus 

ed fle he 

uivertising 

How why 

1 must he 

times. It 


for prod 
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says of 
GENE WEDEREIT TUBE TURNS, Inc. 


“It's a good thing for 
a man to be a member 
of the Association 
representing his 
chosen work...” 


and 
here’s why 


Membership in 

NIAA gives 

you friendship, 
assistance, and 
cooperation of the 
most able industrial 
advertising and 
marketing men and 
women in the country! 
The cost is negligible, 
too! Write for the 
complete story today 
.+. there is no obligation. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


1776 BROADWAY ; NEW YORK 19, N.Y. 
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Two ¢ happies To Be Honored 
By Pittsbur 3h Chapts 7 


Advertising Helps Raise 
Capital, Says Morgan 


New Yo Ir . nivertisin 
t hit ‘ stimulatin 

mn addition 

- preserve 
will. Stanle 
nsultant in ce 
of the Indust: 
New York 
market 

oy detimite 


‘Radar of Selling’ Gets 
First European Showing 


( ACO | verseas 


Beard Named |95! 
Program Chairman 


\ K. 1 
RK 


well a 


‘ spital 
vy Harok 


porate 


{ 


al 





F 


the 


National 


(«sociation 


( 
1¢ 


pt 
th 
D 
{ 


ng was the 


NIAA 25 Years Ago 


her. 1925. issues o 


the Octobe 
ViaARKET “i 


INDUSTRIAL 


CUTTING the high cost of sell 
i theme of 


«echeduled 
convention of the 
Advertisers 


Hotel 


et 


th annual 
Industrial 
held 


Atlantic City 


at th 


ralfonte 
2] 
The ace-convention iseue of Ix 


Marketine Inneunces 


STRIAI 


ling 


at exhibit space. acco 
J]. Benoliel, of the Internatio 


hemical Cx 


Philadelphia 











Maryland Milwaukee Chapters 
Prepare NIAA Ads 


Ad 
Milw 
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NUti™MBER 
Why Petroleum Retiner is Recommendable 


Of Greatest Help 


A large refining equipment manufacturer recently asked 500 
known buyers of refinery, natural gasoline, and petrochemical 


plant equipment, “Which oil magazine do you find of greatest 
help in your work?” 

The answers were overwhelmingly in favor of Petroleum 
Refiner! PR was designated of greatest help by more than 


twice as many buyers as the second paper and by more 


buyers than all other papers combined.* 
Che advertising value of an oil publication is in direct 
proportion to the degree of its editorial value and help 
If you want the 


fulness to the buyers of your product 


‘sell’ in the refining industry for your advertis 


most 
campaign in Petroleum 


ing dollar—schedule your 


Refine: 


jet 


MN rile Petrole um Re fine? for om piete 


specialized for refining, natural gasoline, 


and petrochemical engineering, operation and mpnagement 


P. O. Box 2608 © Houston 1, Texas 


MORE Or. REFINING MEN PAY To READ PETROLEUM REFINER THAN AWY OTHER Ort PAPER 
7 


INDUSTRIAL MARKETING, October, 1950 





NCREASING demand for informa 

tion about advertising in wartime 
has prompted InpusTRiAL MARKETING 
to publish the 
bibliography. 


extensive 


following 


It offers all of the articles on war 
time advertising published by INpus 
TRIAL Marketing from 1939-45. The 
list, totaling 218 articles, includes ma 
terial on other phases of marketing 
such as sales management, sales pro 
motion and distribution—and wartime 
government regulations affecting these 
activities. 


Present marketing plans require 


Industrial 


® Advertising at War 


War Clouds and Advertising—\ 
Why Advertise During a Seller's Mar 
«el ri l 

The War Situation and Advertising— 
oO ; 1? 

M.Day Is Here for Industrial Adver 
tising \ug “0 ; 

Nothing to Advertise? ; 

Proof that Business Cannot Afford to 
Abandon Advertising—() 4 
Advertising’s New Responsibilities 
Considered by NIAA Conference— 
Budget Increases up to 20%—survey 
of preparedness program on ad budgets 
== | a Si 1u 

An Eight Point Program for Today's 
Ad Manager— \ 4 ! 

New Tasks for Advertising Managers 
Under the Defense Program— \ $1 
The Advertising Manager's Present 
and Future Responsibilities—\ia 4] 
p 23 

Present & Puure Advertising Prob 
lems—July ‘4! 


preparedness for peace .. . and for 
war. This bibliography should be 
helpful in developing those plans. 

Space does not permit publishing 
more than a bare listing. It is not cross- 
indexed. Authors are not given. An 
article on marketing may well include 
material on government regulations 
and war production. If you do not have 
back copies of InpustRiaAL Markert- 
inc, you'll find that most public 
libraries in the larger cities do. Al- 
though we aren't able to supply tear 
sheets of these articles, perhaps you'll 
be able to have photostats made from 
public library file copies. 


By MARGARET C. LUCAS 


Marketing in Wartime 


a Bibliography 


Practical Advertising Under Defense 
Conditions— A ux 4] 19 

Small Ads Help Business Get Defense 
Orders— Avi 
NIAA Conference to Discuss Adver- 
tising in a Wartime Economy—sS 


4) 18 


4 


Industrial Advertising in a Wartime 
Economy—‘) 4] 
NIAA veapenas § for Total War Econ 
omy—‘ ; 
$35 Ad Expenditure 
Sub Contract—\ 
Advertisers Consider War Role at 
NIAA Conference—Aug. ‘42 p 13 
The Function of the Advertising Man 
in Wartime—Aug “42 p 19 
How the Advertising Man Can Help 
Keep Equipment Going—Aug ‘42 p 29 
War Broadens Opportunities for 
Agency Service—Sept. ‘42 p 15 
How Industrial Advertisers Are Put- 
ting Printed Promotion to Work— 
4. , 
NIAA Victory Promotions Available 
to All Advertising Men—\ 42 p 533 
Renegotiation as a Public Relations 
Job for American Business—|) 42 


Nets $1 Milhon 


41 p 19 


Are You Writing Your Company's 
Wartime History—Jan. “43 p 42 
Midwest Regional Conference Probes 
Victory Promotions—Feb. ‘43 p 17 
The New Wartime ere of Indus- 
trial Advertising—leb ‘4 23 
Industrial Advertising Somenrew= 
) 41 p 15 
Trend in Objectives & Methods of In- 
dustrial Advertising—Jan. ‘42 p 32 
Advertising’s Garin Job—Feb. ‘42 
Industrial Advertising for Victory— 
and Tomorrow—Apr. ‘42 p 13 
7 Ways to Thwart Ignorance—the ‘Sa- 
boteur’—A, 42 p 22 
Advertising’s War Handicaps and Op- 
portunities—May “42 p 34 
Movies of Bomber Attacking Minia- 
ture Plant Sells Air Conditioning— 
June ‘42 p 2 
NIAA Calls War Conference—July ‘42 
p 13 
Review of British Industrial Advertis- 
ing Under Wartime Conditions—J uly 
42 P w 
How to Build Training Manuals and 
Parts Books for the War and After— 
Fel 43 p 2 

(Continued on next page) 
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NUMBER 
Why WORLD OIL is Recommendable 


Policy: Get the Buyers 


Based on the premise that to be most successful oil country advertis- 
ing must be Seen by the greatest number of buyers, WORLD OIL 
has for 33 years directed its efforts toward securing drilling, pro- 
ducing and pipeline equipment buyers as readers. 
Finding the actual buyers is made certain because the oil 
companies themselves designate their buying power men when 
requesting copies of the Composite Catalog of Oil Field and 
Pipe Line Equipment (a Gulf Publishing Publication). 
Knowing who the buying power men are, WORLD OIL 
concentrates on keeping their subscriptions well serviced. 
A survey of these buying power men shows that 
currently 93% of the men who buy or specify 98% of 
all oil field equipment read WORLD OIL. Schedule 
greater oil producing industry sales for 1951 
schedule the monthly WORLD OIL 


Ay ‘ 
age ne 


The WORLD OI 
Market; How Much 
Where. How to Sell It 


Facts About Duplica 
tion of Oil Paper Sub 
scriber Circulations 


specialized for exploration, 
drilling, producing, pipe line operations and management 


established 1916 as The Oil Weekly 


P. O. Box 2608 © Houston 1, Texas 


o @ 


MORE ore PRODUCING MEN PAY TO READ WORLD OFL THAN AWY 
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OTHER 


ore 


PAPER 





Good Production Advertising Is the 
Same in War As in Peace— ; 


Advertisers, Agencies, Publishers Ex 
change Ideas on Rationing Advertis 
ing Space—Mar 4 

How Some Industrial Advertisers Are 
Helping the War—Mar ‘4 

How the Agency Can Aid the Adver 
tising Manpower Problen : 


Setting Up and Clearing the Advertis 
ing Budget Under Wartime Conditions 
] ; 

How the War Has Improved British 

Industrial Advertising- 4 , 

Gearing Industrial Advertising to the 

Needs of the War—Aug 4 

An Editor's Viewpoint on Publicity in 

Wartime— Avy 4 

Effects of the War on British Business 

Papers— Au 4 x 

How the Advertising Manager Can 

Help the Planning for Tomorrow- 
‘ 

Building Better Parts Catalogs for 

War and Postwar Use—!) ' 

Making Wartime Publicity Useful to 

Readers and Editors—! 4 

How One Adman Did a Wartime Job 

for Company, Industry & Country— 

Are Army Publications Setting a New 

Pattern for Industrial Magazines 
‘4 " 

Wartime Public Relations 

Industry's War Job Reflected in Busi 

ness Papers 

Advertising Helps Cust 


Reconversion 


@ Industrial Advertising 
Wartime Case Histories 


Why Monarch Continues Adve 
When Its Plant Is Oversold 


Aluminur Launches New Ca 

n Defense Activities— ; 

Sun Oil “P-Q” Campaign Is Model D« 
fense Time Progran ; 
Republic Steel Looks Ahead 
Development { Warne 
Defense Advertising 

How Advertising Solved a Warti 
Problem for Arme 

Launching a ‘War Baby A. I 
Sanno & Sons j 

Lyons Metal's All-Out Effort for Wa: 
Business Gets Results 

Wesco Tells the Part 

Wholesaler Plays in Wa 


How Allis-Chalmers Is Meeting It 
Wartime Advertising Task—\! 


Blackhaw's S.A.S. Campaign Helps 


120 


Distributors Win the War—>s 


How Caterpillar Tractor Uses Direct 
Mail for Wartime Job—\ 42 p 40 


Westinghouse Subordinates Company 


in Advertising to Help Win the War— 
Advertising Helped This Manufac 
turer (H. S. Smith Co.) Avoid War- 
1¢ Conversion—Apr. ‘43 p 2! 

“eed Chemical’s Advertising Philoso- 
phy in War and Peace—Aug. 45 p 32 
Shakespeare Paces War's Progress in 
Sirrine Advertising Campaign— L« 

Exclusive Data Features Greenfteld’s 
Defense Advertising—Sept. ‘41 24 


® Government Regulations, 
Rulings .. . 
Regarding Advertising, 
Sales... 


SPAB (Supplies, Priorities & Alloca 
tions Board) Pushes Sub-Contracting 
to Save Small Business—Oct. ‘41 p 39 
Contract Distribution Division of OPM 
Pushes Spread of Defense Work— 
Explains Defense Supplies Rating Plan 
— 4] 72 

Vingon Bill Would Ban Advertising in 
Defense Costs—N 4] OR 

CDD Trains Speed to Help industry 
Convert to Defense Work—l) s1 


Small Business May Get Better Break 
Under War Production Board— 


If You Want War Work, See the Near 
est CDD Office—M 

Government Restrictions Melted by 
Fruehauf Educational Advertising — 


Why Department of Commerce Be 
ves in Wartime Advertising 


Liepartment Policy on Advertis 


Washington Orders You t 
t Your Product 


Liberal Attitude 


tising Allowances— ; 


Expresses 


Censorship 

Reasonable Advertising to Be Allowed 
Under War Contracts—(ict 

OK Advertising for War Contractors 
Restrictions on Printing and How 
They Are Being Met.—A ; 

WPB Readies Tool Conservation 
Campaign in Which Advertisers May 
Participate l 
Advertising vs. Renegotiation 

axes , 

Latest Developments on Advertising 
Allowances on War Contracts— 
Role During 


Government in 


Helper” 
Reconversion $ 


Advertising Allowances for Terminated 
War Contracts—Oct “4 4 


@ Marketing, 
Distribution 


Marketing Significance of the Pre- 
paredness Program—A } le 
Industrial ee for Peace— 


A neces Billion Dollar Market and 
How To Tap It—May ‘40 p 15 
After the War—What?—J uly 

Management Favors Continuing Nor 
mal Marketing Efforts—Sept ‘40 p 13 
Set Your Sights Ahead—Jan. ‘41 p 3 

Market Research Now as Preparation 
for Postwar Activities—July "41 p 18 

War Plan for Mining Equipment Field 
—\{ 429 2 

Carrier Sets Up Wartime Marketing 
Plan—Mar. “42 p 108 

Hemispheric Cooperation & Business 
Initiative Needed to Win War—May 
4. 22 

Fortifying Distributor Relationships 
Under Wartime Conditions—June ‘42 


40 » 13 


American Chain’s Victory Program for 
Wire Rope Distributors—N 42 p 38 
Helping Dealers Through the War and 
Preparing Them for Peace—F: 43 4 
Maintaining Foreign Trade Contacts 
for After the War—Mar. ‘4 48 

How War Has Affected British Dis- 
tributors— \f j 14 

Effecting Transportation Conservation 
While Maintaining Distribution—| 
Manufacturers and Distributors Meet 
to Discuss Wartime Problems—|] 


War Work Zooms in Western States 
How Should Postwar 
Marketed—<) ! 
Standard Buying and Selling Agree 
ent Drafted by Industr j 


Surpluses Be 


American Marketing Association t 

Hold National War Conference—Nov 
11, 12— 

War Conference Visualizes Busy Days 
Ahead for Marketers—|) ; $4 

The Distributor—During and After the 
War— ; 4 
How Methods of Ir 
tion Have Stood Up 


us 


Distribu 


War— 


dustrial 
Under 
Manufacturers’ Agents Play Vital Re ple 
in Wartime Distribution— ; 
How Deepfreeze Reversed Marketing 
Plans to Meet Challenge of War—M 


Merchandising Surplus War Goods— 


Finding a Market for a War Developed 
Product— 44 4 
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no other publication... 


serving the air conditioning and refrigeration 








industry offers such complete up-to-the-minute 
editorial service, such thorough market coverage, 
such high readership (all paid) from manufacturer 


to dealer to serviceman... 


no other publication .. . 
in the field offers such advertising display 
values or carries even one half of the 


advertising volume as... 


S 
gEFRIGERATION — 


pITIONING 


AIR CON 


“The Marketplace of the Industy” 


’ 

If you are selling to any seg News how it serves the field 
ment of the industry -air con how it can serve you Why 
ditioning, cominercial refrigera not send today for market 
tion household refrigeration, analysis reports and the News 
appliances, restaurant and bar media file”? Business News 
equipment, or allied products Publishing Company, 460 W 
you'll want the full facts on the Fort St., Detroit 26, Michigan 
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® Public, Employe Relations 
War Bond Selling 
Morale 


Promoting Company Defense in the 
Advertising Department—May ‘41 p 
21 

Selling Employes on Their Part in 
Defense—Aug ‘41 p 62 

Advertising Sells Defense Bonds — 
Mar. ‘42 p M 

American Optical Aims to Save Sight 
of the Soldiers of Production War— 
Mar. ‘42 p 18 

Posters to Stimulate Wartime Morale 
—Apr. ‘42 p 4% 

Ad Managers Assume Leadership in 
Worker Morale Programs—May ‘42 p 
28 

Keeping War Production and Workers 
Up to Par—July ‘42 p le 

Functions of the Employe Publication 
in Wartime—) uv 42 

War Bond Drive Built Around the 
Boys in Service Goes Over the Top— 
Sept 4? w 

Novel Scoreboard Spurs War 
Sales— t 4 } 


Bond 


Converting the Bouse Organ to War 
Service—* 42 j 


Getting Employes to Cooperate in 
Swap Ride Programs—Cict. ‘42 | 
Ryerson Marks Hundredth Anniver. 
sary with Wartime Reserve —\ ; 


Army-Navy ‘E’ Celebrations Are 
What You Make Them—N 4 
j 


Getting the Company Started on a War 
Production Program—|) 42 i] 


How an Advertising Department 
Helps with Wartime Activities— 
; 


Psychological Warfare is Advertising s 
Job on the Home Front—Jan ‘4 


Inspirational Booklets Heighten Mor 
ale of Allis-Chalmers’ Workers— 
‘ 


Suggestions for Planning & Timing 


“E” Award Programs—\ 4 s 
Promote Safety by ey ry Women in 
Ads Safely Dressed— 43 ; 
Uses Spot Radio to Get War Workers 
7 
i " i 
Help the Green Worker—Aug “4 8 
Keeping the Employe Newspaper on 
the Beam— i 
Armstrong's Manpower 
Eased with Promotion 


Obet j 


Problen 


Techniques 


Specific “Know-Why” Builds Morale 
of Towmotor Employes ) j . 
Westinghouse Sells Workers on Need 
for Staying on the Job—() 43 

Picture 
Green 


Crane Releases New Motion 
and Manual for Training 


Workers—!« 44 


Prizes Reduce Absentecism— 
, 


®@ Sales 
Sales Management 
Sales Promotion 


The 12 Most Important 1941 Sales Ap- 
peals—June “41 p 21 


Selling in a World at War—July ‘41 p 


Legal Phases of Selling Under the 

Defense Program—Nov. ‘41 p 25 

How Delong Handles Correspondence 

About Deliveries—Feb. "42 p 30 

War Presents Greater Opportunities 

for Salesmanship—Feb. "42 p 34 

Tailoring Sales and Promotion Pro- 

grams to Meet Wartime Needs—Apr 

42 lf 

How Keasbey & Mattison Utilizes 

Sales Department in War Effort—J un« 

42 p 17 

More Letters Will Save More Tires— 

J 42 p 32 

Paratroop Tactics in Wartime Sales— 

Aug. “42 p 23 

Suggestions for Simplifying Wartime 

Selling Procedure—Oct. ‘42 p 27 

‘The Hell We Can't’ Holds Saiesmen 

and Prepares for Postwar Business— 
42 19 

Training Field Men for Today & To- 

morrow— N ov 42 24 

Salesmen to Get Only ‘A’ Gas Books— 
42 p 82 

Auto Mileage Payments to Salesmen 

Under Gasoline Rationing— |< 42 p 


With Less Gas, Use More Letters— 
) 42 p 3 

Compensating Sales Force Disorgan- 
ized by War Conditions—l eh. “43 p 40 
Effective Use of | hap Salesmen in War- 
time— M a 43 p 42 

Priority Knowledge as a Sales Tool— 
Putting a Sales Display on War Duty 
Techniques for a Wartime Conference 
of Sales Engineers—Mar ‘44 23 
How Industrial Salesmen Can Aid War 
Contract Settlement—May ‘45 p 41 
War Contract Settlement Must be Sold 
to Succeed \ 4 


® War Production 
Management 


Sub- Contracts Loom as Way Out for 
Small Business—Sept ‘4! 15 

All Business Faces Period of Conver- 
sion for War Production—Jan ‘42 p 34 
Disston Conservation Control Plan is 
Far Visioned Effort—Ma $2 p a 
Independent Pneumatic Tool's “Pro- 
duce the PLUS” Campaign—M 4. 


Production Promotion is Today's Task 
for Advertising Men—June ‘42 p 32 
How to Keep Production Drives Going 


A Successful Salvage Campaign That 
Cost Under $300—Sept. 42 p 26 
Fundamentals for Getting in the Scrap 
"42 p 24 

Novel Ceremony Marks Miller Scrap 
Drive Success—Dec. ‘42 p 26 

Keeping the Wheels Turning Is Also 
Part of Advertising’s Job.—Jan. ‘43 1 
28 

Business to Promote Scrap Drive— 
Jan. "43 p 112 

Are War Production Drives Out of 
Date?—Feb. ‘43 p 28 

NIAA Holds Labor-Management War 
Production Conference in Philadelphia 
—May ‘43 p. 29 

War Production Drives—The Possibili- 
ties and Progress—May ‘43 p 32 
Labor's Views on War Production 
Drives—May ‘43 p 34 

Carrier's Approach to Production, Ab- 
sentecism and Postwar Planning— 
May 43 I » 

Using a Contest to Spread Product In- 
formation in Wartirmne—July “43 p 28 
Industrial Advertisers Urged to Pro- 
mote Tool Conservation Program — 
July ‘43 p 58 

Implementing War Production with 
Labor-Management Committees— Aug 
43 p 41 

New Horizons for Disabled Veterans 
—Mar. ‘45 p 3 

War Contract Settlernent Must Be Sold 
to Succeed—Apr. "45 p 50 
Fundamentals for Effective Produc- 
tion Promotion Campaigns—Sept. ‘42 
Service to War Industries Was Key- 
note of 1942 Metal Show—Nov. ‘42 | 


“) 


—_—ct 


How to Improve Relations with Army 
Post Public Relations Offices—Oct 
42 7 

Industry's War Job Reflected in Busi- 
ness Papers—June ‘45 p 61 


® Wartime Copy, 
Direct Mail 


Copy Chasers—National defense—copy 
built around national defense program 
—Aug 4 ) 

Copy een aera copy in 
National Defense—S<«))' 58 
Copy Chasers—What is a Good De- 
fense Ad—.\ 41 ps 

Practical Use of Direct Mail During 
the Preparedness Program—June ‘4! 


Copy Chasers—Copy Which Govern- 
ment Might Classify as Helpful to Na- 
tional Defense—Sept ‘4! 

Copy Chasers—How Helpful Is It to 
Customers and Prospects? Yardstick 
of Industrial Advertising Today—\ 


next page 
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The Three Leading Directories Compared in 





CONOVER-MAST PURCHASING DIRECTORY 
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Total Circulation 24,805 





THOMAS’ REGISTER 
Total Circulation 19,792 


All Other 8,494 


MAC RAE'S BLUE BOOK 
Total Circulation 18,166 


which is Your best buy 


Machinery Manufacturer we 
use this directory more than any 
other reference work of this type 
uracy 


In selling to industry, it’s ConoveR-Mast Pur- 


CHASING D1irREcTory. By concentrating on in- 
dustry’s needs (does not carry any non-industry 
advertising or listings), it has become the exclu- 
sive or the preferred buying guide of a great and 
growing number of industrial buying executives. 
The following are typical of the experiences of 
thousands of industrial executives who have avail- 
able to them practically all directories and other 
information sources 


*Data Source: CCA and ABC Statements for December, 1948 








a 


a , 
Conover Mas? 


Cie wee 


I bial ~— SI 


c}) 


oS aa 


1¢s0 


Its compactness and ac« 
make it an extremely useful tool in 
our department 
Signed — Purchasing Agent 
Rubber Products Manufacturer 
1 find thie particular directory 
very helpful in that it is compact 
and still contains a very good rep 
resentative listing of the manufac 
turers of machinery and equipment 
hat we are interested in from time 
to tome im our engineering depart 
Signed — Chief Engineer 
Construction Equipment Manu 
facturer I am very fond of this 
directory particularly in view of 
the fact that it does not require a 
‘crane’ to lift it from one desk to 
another 
Signed 


ment 


Asst. Purchasing Agent 


Direct quotations from signed 


ompan 


Brodge Builder “We use this di 
rectory a great deal in our buying 
and find it a valuable and com 
plete source of information 

Signed 
Supervisor of Order Department 

Mechanical Equipment Manu 
facturer We use the directory 
quite frequently and place it at the 
top of our list as the most useful 
purchasing reference 

Signed Purchosing Agent 

Power Plant Equipment Manu 
facturer We are regular users of 
your purchasing directory, in fact 
we use it in preference to the other 
directories we have on account of 
the ease with which we can find 
the required information 

Signed- Plant Supt 


n file in our New York office 


y letters 


It will pay you to be represented in the Conover-Mast Purchasing Direc 
tory by adequate apace to illustrate and describe the uses of your product 


Issued Semiannuvally 


Chicago 11, 1 737 North Michigan Ave 
New York 17% ¥ . 205 Lost 42nd St 
Cleveland 14. Orso. 435 Leader Bldg 

Los Angetes 36 Cah! 5478 Wilshwe Bive 
Phutedeipmia, Pa 333 Kent Qa Bele Cynwyd 
Detroit, Mich. 12639 Tuller Ave 

Teunton, Mess. 9 Lert St 


Whvtetell 4 6612 
Murrey Moll 9 3750 
cherry 1708 
Whwtney 8055 
Cynwyd 497) 
Tens 4.0521 
Teenton 2.1987 


Rochester 10. Y . 68 Madher Drive 4) Town of Brighton 


Westport, Conn Bey St 
Littte Falls, % 1 Viewmont Terrace 


Westport 7 3106 
Little Fate 41409 





For the Widest Coverage of Industrial Buyers 





See Your Aduertising rbgency 











*Or you can cover the en- 
tire target by advertising 
in The Knitter and Tex- 
tile Bulletin (serving the 
spin-weave division of 
the industry) Spécial 
combination rates are 
available and one plate 

will suffice for both 
publications. 


THE KNITTER is the only jour- 

nal in the country edited ex- 
clusively for the manufacturers 

and processors of hosiery and 
knitwear products. It serves the 
industry like no other publication, 
and consistently offers more techni- 


cal infogmation on knitting than any 


other magazine. Because of this spe- 
cific type of editorial content, The 
Knitter is thoroughly read and high- 
ly respected by the Industry 

THE KNITTER is the only publication 


whose advertising pages allow you to sell 
directly to this rich, exclusive market 


Complete information will be sent on request 


CLARK PUBLISHING COMPANY 


CHARLOTTE, NORTH CAROLINA 





For +tuthoritative “Pacts on 
85 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 


200 PUBLICATIONS 


see your copy of the new 1951 edition, 
MARKET DATA NUMBER 
INDUSTRIAL MARKETING 


Espionage Act Will Be Applied to In- 
dustrial Advertising—copy or pictures 
referring to war must pass cmmnese 
of information branch—Jan. ‘42 l 


How and Where to Get Approval for 
Wartime Copy and Photographs — 
Feb. "42 p 13 

Copy Chasers—How to Write War- 
time Copy—Feb. ‘42 p 77 

Application of Censorship and Military 
Regulations to Advertisers’ Copy— 
Mar. "42 p 13 


Photographing Workers in War Plants 
—Mar 42 p 32 


Copy Chasers—How Advertising Copy 
Can Help Win the War—Mar. ‘42 


How the Printed Word Can and Is 
Aiding the War Program—June ‘42 | 


> 


st 


Copy Chasers—Review of Wartime Aé- 
vertising Principles—Sept. ‘42 p 7 


Copy Chasers Think It's Time You 
Realize the War Is Not Yet Won— 
Oct. 42 p 91 


A Thought Pattern for Wartime Copy 
4 Ps 


ZR 


Copy Chasers—Advertising at War— 
fel 43 99 


Seven Ways to Plan Wartime Ads that 
Click—Aug. 43 3 


Copy Chessce—Bieee on Cutting Space 
Units in Half —< t 43 4 ] 


Copy Chasers—What nine of a War 
Message in Every Ad—‘ ; 9s 


Cartoons Do a War Job—° 43 p 28 


Copy Chasers—Where Do We Go 
From Here—> ; 


Publicists Report How 17 Societies 
Accept Technical Papers for Meetings 


The Industrial Publicity Association 
{ New York has issuec 8 
port on the police es of 
creties m accepting papers tor presenta 
om at nat onal meetings 

The report. aimed at helping indus 
trial suppliers do a better job of con 
tributing to and getting publicity from 
technical societies describes each 
ciety's rules on eligibility for presenting 
papers, preferred subjects, procedure 
for submittals, provisions for subsequent 
publication and details on national, 
regional and divisional meetings of each 
«iety. Copies may be obtained for 
$2.50 each from: Committee on Coop 
eration with Technical Societies, Indus 
trial Publicity sociation, ¢/o Harry 
W. Smith, In 1) { Ave New 
York 
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Or your 
advertising! 


it goes right down the line to well over 35,000 selected industrial! 


w want to sell 


units the kind of plants } 
use INDUSTRY AND POWER 
Plant Eng 


and which you reach only when you 


the only single magazine published exclusively tor the 
"Inecring Group act 
Operate and maintain equipment for powe! 


oss industry those executives and engineers who select, install 
processing and engineered plant services 
Want proof ? We's Just drop a line to your nearest I & P man at 
he | 


| send it to you 


e got it! 


oT call on you in person 


NEXT AVAILABLE ISSUE: DECEMBER 


* 
| f ; close November 


up to November 


INDUSTRY AND POWER 
St. Joseph, Michigan 
The magazine for the *Plant Engineering Group 


icabsioe oo 
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Employe Communications - Public Relations 


ee en mee - ae 


industry's Relations with EMPLOYES + STOCKHOLDERS + DISTRIBUTORS + SUPPLIERS - NEIGHBORS’ 
By ROBERT NEWCOMB and MARG SAMMONS 


Hollinger Keeps ‘in Touch’ via Supervisor 


Hollinger Consolidated Gold Mines 
Timmins, Ont... uses ‘em all. In its 
communications arsenal are supervi 
sors the most mportant hulletir 
hoards evening classes for employe s. 
weekly movies interdeparitmental 
ristis and plenty ol communily a 


fivilies 


Part Il 


‘I | TING the news promptly to 
, employes of Hollinger Consoli 
dated Gold Mines. Ltd m its \ 


workings on the outskirts of Timmins 


ast 


m northern Ontario. is a proble n that 
would battle many smaller and less 
mplex companies In addition to the 
manv-edged devices « communica 
tions with supervisors regarded 
slwayvs as the kev men at Hollinger 
the company empl vs ther useful 


workable te hnique . 


Ome of the difficulties of maintain 
catior na company the 

ollinger is the fact that the 
thinned out lr reating 

therefore 


ber that 


GETTING A big kick out of family day at Hollinger, these miners’ sons try on dads” 
ats, see lockers where mining clothes are kept 


ost notices stay up only lab » community groups, who 


ess their Importance m 0 ‘ es of their activities on 

tire it nae per od 
letermine e best lo« ns. Checks " irds ost part the cor pany pul 
l ind the bulletin boards keep 


emploves u formed on matters of gen 


made since dicate t rtually a 
employes see the boards. The boards 


are manned by the industrial relations eral interest. Once in a while situations 
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TEITILE (NOUSTMES © 





Southern plant a 


Northern owner? 





WHO BUYS THE EQUIPMENT 
AND SUPPLIES? 


Answer No. 1--In the case of equipment and 
supplies for maintenance and opera- 
tion—94°%, of the orders are placed in 
the Southern plant. 

Answer No. 2—Iin the case of purchases for 
major plant expansion or new construc- 
tion—63%, of the orders are placed in 
the Southern plant. 

The complete resume of the survey establishing 

this knowledge has given many manufacturers an 

entirely new insight on their Southern and South- 


western sales problems. 


A recap of the results probably will be helpful 


SOUTHERN POWER 
td |NDUSTRY | 


You not only will see — 


to your plans, and on 
your request we will 


be happy to send it. 


(NDUSTRIAL MARKETING, October, 1950 





SOUTHERN POWER & INDUSTRY © SOUTWERN AUTOMOTIVE SOURNAL 


that the bulk of the buying takes place in the 
South; the Southern plants also determine the 
need and specify the make. 

Your best medium for selling Southern affili- 
ates of Northern companies—as well as this 
market's thousands of native owned industries— 
is SOUTHERN POWER and INDUSTRY. It is 
the only publication in the industrial field edited 
expressly for this market 

In the South and Southwest, S.P.L has tremen- 
dously wide readership, is more influential at the 
point of purchase. Use it to reach top engineer- 
ing and management in 10,000 industrial, utility 
and large service plants of this booming 19-state 
area. Give it an important place on your schedule 
for 1951. 

Only through 5.P.1. can you adequately cover 


the industrial South and Southwest. 


Southern Power and Industry 


806 Peachtree St., N. E., Atlente 5, Ge. 


© ELECTRICAL SOUTH © ‘SOUTHERN HARDWARE © SOUTHERN BULOING SUPPLES 
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irise, or policies are shaped that need 
s personal explanation. On those o 
casions, the supervisor is authorized 
to call group meetings of his own 
ren 


The supervisor of 


course, is 
thoroughly familiar with the subject 
und is in a position to answer all the 
questions his boys want to throw at 
him. All dealt 


frankly and fully. Sometimes the dis 


cussion will take on a policy twist that 


questions are with 


calls for some guidance from higher 
up in the company, at which pot a 
staff representative comes in and clears 
up the problem 


Incentive Rates: A Problem? 


When a new schedule of incentive 
rates was undertaken, the company 
first presented the schedule to super 
visors. Then each supervisor of the 
mine department, familiar with the 


new rates, called a meeting of the 


natural leaders and key men of his 
own work force and explained to them 
the new rates and their application. 
Staff members sat in to help with 
the answers to the tougher questions 
1 tabulation of these questions was 
kept for future meetings at the rank 
and-file level. By the time the new 
rates were ready to go into effect, 
every man involved had had a per 
sonal explanation of them; not every 
miner was completely sold, but most 
conceded that the change was neces 


sary and desirable 


Vot When Each Man 
Gets Full Explanation 


Those who expressed some doubt 
were interviewed later on, and in some 
cases additional explanations were re 
juired. Finally. according to the in 
terviewers, everybody seemed in favor 
if the plan 

This idea of removing the last ques 


tion mark is at the bottom of a lot of 


We Are All Little People 


Each month this department summa- 
rizes here the methods and achieve 
ments of a company or executive out 


standing in employe relations. 


Industry needs ¢ xecutlives wh 
e what they preach about 


‘f harmony 


indidates often 


Slezak dopt 
After «x America 
in World War I: he enlisted 
be brought back to Rock Island Ars 


nal, where his superior kn« 


ming to 
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munitions made him a valuable man. 


He worked his way through the Uni 
versity of Wisconsin, and after several 
vears with Western Electric Co., he 
joined Turner Brass Works, of which 
he is now president. Uncle Sam tapped 
him in World War li for the Chicago 
Ordnance District. At the war's end 


he was chief of the district, supervising 


the production of Army munitions in 


hooming Midwest. He was pro 
ted to colonel and awarded the 
ion of Merit and Oak Leaf cluster 


In addition to being president of 


Turner organization, he is chair 

in of the board of two others and 
1 director of four more. He is a dire« 
of the Illinois State Chamber 


f Commerce and the American 


r also 


Ordnance Association, and a trustee 
f Illinois Institute of Technology 


John Slezak is 


but his remarkable ability 


By most standards 
i busy mar 
i ut responsibilities to re 

nsible people has freed his hands 
for what he likes most people In the 


va us plants of companies with 


which he is associated, he is at home 
might call little 


wit! what some 


people tut in his lexicon we are alli 
ttle people, and good employer-em 
relations are possible only when 


ilize it. however big our jobs 


the smooth operations at Hollinger; 
the theory is that a man is entitled to 
an explanation, and that the job isn’t 
completed until he’s asked all his ques- 
tions and has received satisfactory 
answers to each. 

One of the unique features of Hol 
linger’s communications program, and 
one that has been watched with in- 
terest by industrial and public rela 
tions men south of the international 
boundary, is the program of evening 
classes for employes. Now in its fourth 
year, this program has made possible 
an amazing flow of two-way communi- 
cation. It has helped to clear up many 
issues that arise between any manage- 
ment and its personnel. It has been 
doubly valuable in giving management 
an insight into what its own people are 


thinking. 


Classes Extend Communication 


Under the heading of Business and 
Industrial Leadership, the first evening 
course was offered to Hollinger em- 
ploves in 1947. The response was so 
great that the course had to be divided 
into two sections, to take care of the 
overflow registration. The course con- 
sists of 20 meetings, each two hours 
long. Classes are attended by em- 
ployes on their own time; two meet 
ings are held each week throughout 
the winter months, with each group at- 
tending on alternate weeks. In this way 
the men who are on shift work are 
ible to atten 

Each meeting ts addressed by an 


each of the meetings. 
official of the company Topic s cover 
such matters as the management of a 
company in the industry, what is ex 
pected of a leader, cost control and 
planning, plant maintenance, account 


operations 


ing principles, time study 
f the various company departments 
labor relations and public relations 

The first half of each meeting is 
: ven over to a lecture on the subject 
the last half to a question-and-answer 
period. Where questions involve com 
pany policy (as many naturally did 
they are held until the final meeting. 
when company officials in a panel ses 
sion give the answers. The class pro 
ram ends with a special dinner meet 
ng. to which the emplove-students and 
their wives are invited 

Since that first vear. the enlarged 
ind improved course in business and 
ndustrial leadership has become an 
innual feature of Hollinger’s commu 
nication program. So many applica 


ons were received the second year 
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w0 * IN ADVERTISING PAGES 


C.E. cawens THE LOAD / 
MORE ADS INA YEAR THAN ANY \, 
TWO COMPETITORS COMBINED / a 


= 


AND C.E. ADS ARE READ / 


AN 











“WE HAVE ADVERTISED CONSISTENTLY IN 


CHEMICAL ENGINEERING roe more 


THAN A QUARTER OF A CENTURY, ” SAYS 
RICHARD L.CAWOOD. peesivenr. 
& THE PATTERSON FOUNDRY AND 
Bi? Ae dae ly EAST LIVERPOOL, OHIO. 


Cy WE REGARD THIS REPRESENTATION AS AN 
INFLUENTIAL FACTOR OVER THE YEARS IN OUR 
DEVELOPMENT IN THIS MARKET AS A LEADING 
PRODUCER OF A WIDE RANGE OF PROCESS EQUIPMENT 
AND COMPLETE PLANT ENGINEERING SERVICE 
FOR THE CHEMICAL PROCESS INDUSTRIES. “ 














C.E.WAS THE 
REACH £ GREATER 


PENETRATION IN : 
THE GROUPS WITH ah us eK 
PROVEN BUYING 
INFLUENCE ... USE » 
C.E. To REACH de 
MEN WHO BUY with // CHEM & MET 


IN THE CPI ; . bho 


i ( A McGrew-Hil Pubbcetion . 330 West 42nd. Street, New York 18, N.Y. 
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Do like local firms do when they have 
goods or services to sell to business men. Advertise 
in the Daily Journal of Commerce. You'll get 
to the heavy purchasing money in the construc 
tion field, the broad industrial field, the potent 


forest products industry 


More than eleven readers per copy, accord- 
ing to surveys. No comics. No murders. No 
society. Just concentrated business news that tells 
what is happening; what is about to happen in 
the very active and expanding area of Oregon, 
Washington, Idaho Consult your advertis 
ing agency or write for sample copy and rate 


card 


Daily Sexseal-ofommerce 


WORKING TEAL OF PACIFIC MORTHWEST BUSINESS 
711 S. W. 14th Avenue ° Portland 7, Oregon 








THE INDUSTRIAL MARKET DATA BOOK NUMBER 


is the only reference source which contains 
basic statistical information on 85 primary in- 
dustrial and trade markets . . . and detailed data on 


the publications serving them. 


Analyze Markets and Media simultaneously in: 
THE INDUSTRIAL MARKET DATA BOOK NUMBER 











that membership had to be tempo- 
rarily limited. Each supervisor was 
given the opportunity of recommend- 
ing a number of his own group for 
membership. The course will continue 
so long as employes register an interest 
in it. 

American industrialists might point 
out that, in the remote forest fastnesses 
of northern Canada, employes have 
little to do in their spare time, and 
would naturally go to anything that 
was free and offered some diversion. 
The answer to that is that Timmins is 
not lacking in big city blandishments 
by any means, and that American of- 
ficials would be wise not to view with 
such pessimism the extra-curricular 
interests of their own employes. 


Practical, Applied Civics 


The success of the first course 
launched Hollinger into a second pro- 
gram for employes who had success- 
fully completed the first. This course, 
in civics, is now in its second year. It 
includes not only practical instruction 
in civics in the classroom; students 
additionally visit local business es- 
tablishments, newspaper plants, radio 
stations, municipal council meetings 
and other key points in the community. 


Here representatives of the various 
organizations explain the structure 
and functions, and students are able 
to ply their speakers with questions. 
Apart from the useful instruction the 
employe-students get, the stimulation 
such trips give to employer employe 


comradeship is easy to figure out. 


The company sponsors weekly 
movie nights. Held in the company’s 
recreational hall, the programs feature 
documentary and educational films. 
Demand for tickets is always heavy. 
The seating capacity is limited to 225 
ind there has yet to be a vacant seat 
at any performance. The tickets are 
available only to Hollinger employes 


and their families 


Departments Go Calling 


Another big item on the communica- 
tions agenda is the interdepartmental 
visit. In addition to plant-wide tours, 
employes are conducted on special 
trips from time to time to departments 
other than their own where the de- 
tails of the operations are described 
and shown. Visits to the refinery, 
where employes may see the refining 
and pouring of gold bars worth as 
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THE INSTITUTE OF RADIO ENGINEERS 
Established 1913 
A Balanced Promotion Package 
“Proceedings of the LR.E.” The IRE Directory 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 18, WN. Y, 
Circle 6 3026 








October 1950 


Open Letter to NIAA 
and all interested in 


Show Attendance Studies: 


How far should we go? 


To paraphrase Mark Twain, “Show Audience Audit is something 
everyone talks about, but nobody does anything about it.” A sur- 
prising number of exhibition managers are working hard and 
spending money to give their exhibitors audience studies of some 
sort. But these managers feel few make use of the studies, or buy 


space because of them! 


Since 1947 we have supplied exhibitors an audience report as 
closely copied to our A.B.C. magazine classifications and methods 
of analysis as possible. Today our Show Study is virtually a 
Directory of our industry and its most active people! Compila- 
tion costs 2% of gross show revenue. There is no independent 
bureau to audit it. We wonder if it really sells space, or serves 


our clients? 


We invite, and respectfully challenge NIAA and 
any experienced exhibit buying group to define 
what they want, tell us how far to go, and audit 


what we offer in audience analysis! 


Discussion invited! 


anew" 
mer 
santes 

wt . 


William C. Copp 


1 
9 
4 
94 


sue The Radio Engineering Show 


4 THE NSTITUTE c RA ) ENGINEERS. INC 


ws or Advertising and Exhibits Manager 


y 
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The 


largest 


circulation 


of any 

engineering 

periodical 

in the 

electrical 

field EMPLOYES know what goes on in other departments. Here a group gets explana- 


tion of refining process, sees electrolytic cells separate silver from gold and collect 
silver in crystalline form 


. 


et en Ae resem ro 





66 YEARS OF 
TECHNICAL highlights of this special program 


PROGRESS Hollinger employes are well repre Honest, Informed Job 


Jizeg iid. ya sented on committees. Miners. surface —— a a 


and office workers take part as active 


tions devices are not new to progres- 
OM INEERI members of committees on safety 
sive companies in the United States, 


medical health, sickness and accident 


much as $50,000 each, are one of the is a good neighbor. 





aw nor to other parts of Canada. Others 


50,000 sports and community affairs. When a cs ids elie 


: ever a committee is formed, the ten 
crecuLarion administration and civics—are mod 
dency is to build it with employes as 
ern developments of good basic com 
much as pe ssible, and leave the ad 
munications programs 
ministration up to them 


FIRST IN THE The key to Hollinger’s successful 


ELECTRICAL FIELD : . , communications has two slots instead 
Working With Community 
The editorial content is avthorita of only one. The first. of course. is 
tive with complete details cf im Hollinger, as an important member management's clear insistence that the 
portant discoveries, development 
and the latest in engineering pro Timmins community, does not company do a sincere, consistent job 
tice. ELECTRICAL ENGINEERING its community obligations. It in communicating with « mployes and 
rected to ond hol th lo 

s¢ , and Bs Mme vad the principles « f good co publi The second is an informed su 
attention of all progressive ele 
' »! engineers throughou! al! in ni on at the mines into the entire pervision 
dustry. ELECTRICAL ENGINEER ompany tm 1intains excellent Holl t ased its program 
ING reaches and influences men . : 
st the top of their profession, tor I tions with the press ind radio. Its Irmost ntirely on the supervisor 


snking executives, ond electr is circulated widely throug! When the supervisor is kept fully in 
og ~! petra! | pean | fo ill those who « xpress ar formed as to what is going on. when 
to buy and where to buy it ! at has ires rected voce in the polic les 
with a question finds a f management, when he feels a per 

ind courteous answer at cor sonal share in the communications 

offices. Thousands of visitors program—then that program to which 


from outside points, are cor he puts his shoulder will move on 


lucted through the surface working of wheels of velvet 


the plant on organized tours each year 
Visits to the underground mine work 
Advertisers ged ngs are also made whenever it is pos American Aviation’ Publishes 
gencies ore invite } th rr e them without inter 
to wire or write for ra : aati Alternate Issues Without Ads 


complete information with operations \ bl 
The 2] Gees pa 


company proneered tn the plant 
started b can Aviation, Washing 


E L E Cc T R " Cc A L be or ee eer ns aad =» aubiaies enesy olbet 


ut} spitals ind group 


ENGINEERING meetings. It provides speakers for yn without advertn 


esues witho sdvertising will cover 
SUITE 7-8, Lower Level lubs. It feels deeply its ob news. Other issues will carry the 
500 FIFTH AVENUE ligation to the community. and features formerly appearing regularly 


NEW YORK 18, N. Y. ses no opportunity to show that it The publication is a semi-monthly 


hing plan has bees 
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Management men constitute 
50% 


constitute 50% of the users of 


MacRAE’S BLUE BOOK. 





and purchasing agents 











Purchasing agents comprise 
50.7% of the users of this familiar 
buying guide. The remainder con- 
sists of those whose administrative 
functions also include that of pur- 
chasing and specifying: managers, 
superintendents, presidents, vice- 
presidents, treasurers and_ secre- 
taries, owners, partners, etc. 


Of the users, 77.7% state that 
they and others in their department 
refer to MacRae’s Blue Book “‘fre- 
quently.”” Based upon their needs, 
this may mean several times a day, 
a week, or an hour. 


MacRAE’S BLUE BOOK produces more 





productive inquiries 





Hundreds of comparative records 
prove that, in quality of purchase in- 
quiries — from the most important 
purchasing points in American indus- 
try —— MacRae’s Blae Book is undupli- 
cated. Purchasing and specifying 


officials show a decided preference for 
this time-tried source of reliable pur- 
chasing information. This preference 
for MacRae’s Blue Book is reflected in 
the productiveness of the responses 
advertisers receive. 


Advertising in MacRAE'S BLUE BOOK is effective around 





the calendar 





MacRae’s Blue Book is used con- 
stantly throughout the year. When 
each new annual edition is published, 
some used copies are returned to the 
publisher for re-issue to less important 
purchasing points. The great majority 
of copies are passed along by the users 
themselves to subidiary purchasing or 
specifying offices in their own or 
neighboring plants. Nearly every old 


copy of MacRae’s Blue Book remains 
in use until it begins literally to fall 
apart. 

It is conservatively estimated that 
fully 75,000 copies of MacRae’s Blue 
Book are in use at any one time. 

For 57 years, MacRae’s Blue Book 
has proved to industrial advertisers 
the value of its pages for the presenta- 
tion of their messages. 


MacRAE'S BLUE BOOK 


18 East Huron Street 
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T | EY KNOW Send for Reprints of INDUSTRIAL MARKETING Articles 


@ The following reprints of outstanding editorial features are offered as a special 


T H E ANSWERS ! service to IM readers. Please send reprint order (number and name of article) 


with exact amount in coin, stamps or check to: The Editor, InpustriaL MaRrKEt- 
inc, 200 E. Illinois St.. Chicago 11. Sorry, but we are unable to handle credit 
orders under $1. We'll be happy to bill you for larger amounts. 


R199. Business Paper Volume for 1949 Analyzed, by A. R. Venezian, Aug. 1950. 15c 

R198. Ten Ways for Salesmen to Woo the Purchasing Agent, by J. E. Coleman, Aug.. 
1950. 10¢ 

R197. How A Product Handbook Can Prove Your Ad Results, by Robert D. Towne, July, 
1950. 10c 

R196. How Business Papers Can Meet Their New Competition, by William A. Mar- 

and sales execu- steller, April, 1950. 15e. 

tives answered R195. Census Shows Big Increase in Power Use, May, 1950. 15c 

this thorough- R194. Decentralize Your Sales Force for More Effectiveness, by Glen H. Treslar, May 

P 1950. 1Se 

going q uiz R193. Organizing and Managing Industrial Market Research, by Boy E. Estes, Jr.. 

series when it May, 1950. 10 

ran in Sales R192. Why readership surveys go wrong 
Luchors, Moy, 1950. 15c 

R190. Business Paper Space Placed by Advertising Agencies: 1949, April, 1950. 10c. 


. and how to right them, by Robert 8. 


Management in 1949! In this 


booklet, they give you the low R189. Publicity Can Bring Sales If You Pinpoint Your Target, by Harry W. Smith, Jr., Feb. 
down on sales training methods 1950. 10c 
A Bigger Audience Calls for Better Annual Reports, by Richard H. Boiley, Jon 
1950. 10c 
R186. Selling to Engineers? Educate Them, but... , by Huxley Madeheim, Oct. 1949. 15c. 
RIBS. Advertising Doesn't Pay Uniess You Have o Job for It, by Julian Boone, October 


and plans, prospects and sales Rie? 


costs. Get your copy today! 


1949. 15¢ 
R184. How to Use Graphs in Industrial Advertising, by L. Leonard Philips, Sept., ‘49. 10c 
R183. Globe-Wernicke Scraps Its Precedents with a New Marketing Plan, by W. K. 


ADVERTISING Downing, August, 1948. 10c 
R182. How to Get Publicity—Your Hidden Sales Asset, by Hal Burnett, August, 1948. 15 


RIB!. Back Your Sclesmen with Advertising’s Fire Power, by D. F. Austin, July, 1949. 10¢ 
CAN DO 1 1 | R180. 22 Things You Should Know About Industrial Buyers, July, 1949. 10c. 
s R178. 5 Steps to Finding Out . . . Does Your Employe Magazine Pay?, by Ken M. Davee 
June, 1949. 10c 
R175. How to Measure Results of Industrial Advertising, by William A. Marsteller 
May, 1949. 15Se 
R173. Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., Oct., Nov., Dec 
1948, Jan., 1949. $1.00. 
R172. How to Get the Meat Out of Starch Reports, by Richard L. Edsall, May, 1949, 10 
RI7!. Dustry Rides Again, by Richerd B. Carland, Apr., 1949. 10c 
They're R170. 16 Ways to Sell to Engineering Departments, by J. T. Bennett, Apr., ‘49. '0c 
. , R169. How to Advertise to Business Men, by Howard G. Sawyer, Nov., Dec., 1948. Port | 
all listed : of @ Series. Ie 
7 R168. How to Moke External Publications Poy Off, by Harrison M. Terrell, Oct.. Now 
in this popular Dec., Jan., Feb., 1948-49. 50c 
McGraw-Hill R167. How to Plan and Pep Up Your Show Exhibit, by Kor! F. Kirchhofer, Jan., 1949. 10c 
booklet. It's a Ri66. Keep the Line Open Between Employer and Employe, by Robert Newcomb and 
chock chast end Marg Sammons, May, June, July, Aug., Sept., 1948. 50 
; R165. How Industrial Buying Is Done, by W. D. Crelley, July, 1948. 10c 
a reminder for R164. How Advertising Agencies Can Overcome Management's Adverse Attitude, by 
Leo Burnett, Nowember, 1948. [0c 
Rié!. We went to Four-Color Inserts On a Cut Budget, by Clifford Stubbs, June, 48. 10c 
R160. Mockup Demonstrator Improves Salesmen's Closing Ratio, by H. W. Bluethe 
Oct., 1948. 10c. 
R158. Researching the New Product, by William J. Stokes, June, Aug., 1948. I5c 
RIS7. Sending a New Heating Product to Market, by Stuart Phillips, Sept.. 1948. 10c 
R155. Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., 1948. 25¢ 
R154. Using Newspaper Advertising to Spot Industrial Buyers, by Wilhelm Ferdinand, 
Aug., 1948. 10c 
R153. Using the Telephone to Help Mechanize Your Field Sales, by Karl F. Kirchhofer 
May, 1948. [0c 
your R152. Catologs os Sales Tools, by B. M. Walberg, May, 1948. 25¢ 
McGRAW-NILL R145. How Can | Find What Type to Use? by A. Raymond Hopper, Apr., 1948. 10c. 
. R144. Techniques Thot Will Make Your Copy Pull—The Copy Chasers Column, Apr 
MAN 1948. 25¢ 
R143. How to Moke “Non-Selling” Advertising Pay Off, by R. E. Whiting, Mar., ‘48. 10 
Ri4i. Market Research Combeots High Distribution Costs, by Richard D. Crisp, Feb 
1948. 10c 
helpful booklets R139. Selling in the Buyer's Market, by L. Rohe Walter, Feb.. 1948. 10c 
R138. Education on the Selling Line, by P. R. Willmarth, Feb. 1948. 10c 
R137. LeTourneou Tells How Its Ad Campaign Is Tailored to Reach Export Markets, by 
J. G. Van de Loo, Oct., 1947. 10c 
*R133. The Effectiveness of Repeated Advertisements, Sept.. Oct. and Nov. 1947. 75c 
M c G R A W H l L R127. The Economics of Industrial Advertising, by Jesse H. Neal, Sept., 1947. 0c 
R121. The Orchestration of Type, by A. Raymond Hopper, Mar., 1947. 15c 


P U B L | C A Tl 0 N 5 R105. The Agency-Client Relationship, by C. E. Gischel, July, 1946. 10c 


*\2-page reprint summary of the Repeat Ad Study mode under the guidance of a 
special steering committee of industrial advertisers, agencies and publishers 
Single copies—75 cents, 10 or more—S50O cents each, 25 or more—25 cents each 


the business 


paper advertiser 


for your copies of these 
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SOME PEOPLE HAVE A MANIA FOR ig) OTHERS HAVE A MANIA 


—S) 


FOR “ey STILL OTHERS ARE MAD AGOUT ii THAT'S 


DIPSOMANIA! AND THERE ARE THOSE WHO ARE SIMPLY WILD 
A 
apout Gp 8S tHat’s kLeptromaNiA! BUT tue most 





WONDERFUL MANIA OF ALL IS THE ONE WE'VE GOT FOR YOU... 


WE'VE GOT A MANIA FOR 
INCREASING YOUR SALES! 


FINEST 
Tele} 


MORE PEOPLE remember your brand, ask for your brand, 
reach for your brand, if they see your brand wherever they 
go! Get repeated-impression impact...in cost-free space... 
with PF decals! 


Selene 
ettUn 
— Dpe/ fleas ‘ ne 


WRITE TODAY ‘or | 
packec 16-page C et piu mple PE 


Address Dept. IM, 220 W 


PALM, FECHTELER & CO. 


NEW YORK - LIVERPOOL, OHIO «+ CHICAGO 
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ublicalion 


FOXDOARD CONTAINERS 


(formerly Shears) 


PACKAGING PARADE 
fleetriea! Denler 
ELECTRIC LIGHT AND POWER 


A TWO-FOOT YARDSTICK? 


Ridiculous ... but in comparing publications for space 
buying, just such a bob-tailed rule is sometimes used . . . 
on which one foot is CIRCULATION, the other foot 
is RATE 

Good media buyers know that the missing foot . . . 
equally important in true measurement of whether a 
magazine promises a good potential return on the ad- 
vertising investment ... is ACCEPTANCE ... the de- 
gree to which a magazine is read, relied upon and re- 
spected. 58 years of periodical publishing have taught 
us that ACCEPTANCE must be earned by Good Writ- 
ing—Good Editing—Good Ilustration—Good Looks— 
Purposeful Policy. 

Articles in HAYWOOD magazines are largely staff- 
written by experienced editors or, on invitation, by 
industry specialists. We print our own publications in 
Our publishing credo is “Practi- 
cal service to readers and advertisers alike!” The 
result of these policies: HAYWOOD magazines do 
ACCEPTANCE by their readers 

We invite you to use a Three-Foot Yardstick in com- 
paring HAYWOOD publications against others in their 
fields. You'll find we measure up on all three counts! 


our own large plant 


have 


HAYWOOD PUBLISHING COMPANY 


REPRESENTED IN 


we 


PAY 


rtl 


sf 


22 EAST HURON STREET 
CHICAGO 11, ILLINOIS 


SALES OFFICES: Cleveland © WNew York 
Sen Francisco * tos Angeles © Seottie * Dallas 





FREE REPRODUCTION Reals 


.are included in your sub- 
scription to the Art Mart* 
Service. Send for details. 


"ART MART" > © Box 2121 





Tere 














Cametroctivre Help 
© the Sheet Metal. Ventilation 
Alr Candiuenin Werm Atr 
Heating and Trades 
Ceed year after year by over 200 
Industrial Advertisers whe knew 
thetr market well 


SNIPS MAGAZINE 


5707 W. Lake St.. Chtcage 44, 11 





Technical Publicity 


(Continued from page 48 


far off the track. Over the years there 
have been enough abuses of technical 

platforms to have evolved 
“check-and-countercheck” 
audiences 


society 
much ma- 
chinery by which society 
protect themselves against shallow or 
improper material. Nevertheless, the 
astute author gets off on the right foot 
by avoiding any possible hint of com- 
mercialism in the very first draft of 
his paper. 

And when someone in a technical 
society suggests you delete some sec- 
tion of a paper or alter emphasis 
obey! Your man on the platform at a 
technical meeting is the party getting 
the break—not the audience. The au- 
dence-appetite as interpreted by the 
society officials is the law—right or 
disagree, go find 


wrong. If you 


another audience. 


Read Instruction Manuals 

Many of the societies publish guides 
for authors, as leaflets or fully de- 
veloped manuals, to instruct contribu- 
tors in special forms and procedures. 
Where these are available it will stand 
you in good stead to obtain copies 
from society headquarters, and read 
them. 

How do you get publictiy for your 
company’s contribution to a techni- 
cal meeting? 

Most technical societies have pub- 
licity departments ready to help you 
in gaining published attention for 
your speaker's contribution. In so 
doing, they promote respect for the 
society as well as for your speaker. 
Therefore, 


the society by name, 


be assiduous in crediting 
date, session and 


place, in any releases you prepare 
about the presentation. Some societies 
ask that you abstain from all pub- 
licity on behalf of your speaker un- 
less carefully cleared with proper so- 
ciety officials. 

If the society publicity department 
prefers to handle the news and pub- 
licity about your presentation, be 
glad, even if the stories are not in the 
Editors 


usually will receive a release from the 


exact words you would like. 


society more enthusiastically than a 


release from a manufacturer. 


The the 


privilege of publishing your presen- 


society always retains 


tation first in the society’s own of- 


ficial publication before releasing 
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igi “ 
How much does it cost 


to get. 

90% 

coverage &@ 

of the 

7 billion, dollar 


steel manufacturing 


If you had to hire enough salesmen co get 90% coverage of the 


key men who control the purchases of the steel industry, the coct 
would be terrific B AST FURNACE 


Blast Furnace and Steel Plant gives you this needed coverage, 


and does the job at a small portion of the salesman cost " 

Every month Blast Furnace and Steel Plant tells your sales | AND 
story to a hand-picked circulation of key men in every steel plant \ 
in the United States, Canada and most foreign countries. Our | STEEL PLANT 
readers represent over 90% of all steel plant operating ofhcials and 
engineers with buying authority or who influence buying 

Here's a publication that is recognized as the engineering | The Engineering Authority 
authority of the steel industry. The editorial content is designed 4 of the Steel Industry 

} Published by 


specifically for the men who are responsible for the production, 
STEEL PUBLICATIONS, INC. 
in the steel manufacturing industry 4 Smithfield Street 

Plan now to include Blast Furnace & Steel Plant on a regular Pittsburgh 30, Pennsyivenia 


schedule in your 1951 advertising campaign and let us prove that 


Operation an 1 maintenance, and engineering of this vital industry 
And seven out of ten copies every month are delivered to the 
homes (where the reader interest is greatest) of the subscribers 


we can get better results from your advertising dollar. 
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NEED BINDERS? 


BESTEX 


CATALOGS 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
pockage 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS “DIRECT.” 


BEAVERHIDE 


PROPOSALS 


PARTS LISTS 


SPECIFICATIONS 


INSTRUCTION 
BOOKS 


TRAINING 
HANDBOOKS 


MAINTENANCE 
MANUALS 


Samples and quotations promptly given 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


do- your 
displays 
have 
EYE 
APPEAL? 


CONSULT 


DISPLAYS 


— 2 4 co. 
tiga * Caonsliachien * Sewmce 
URTH ST MILWAUKEE 3 wis 


* 1OS8 ANGELES 





IT PAYS 


to advertise 


in a publication 
where the audienc 


pays to »you 


to others. This privilege includes 
holding the material until a decision 
is made, even if the ultimate decision 
is not to publish your presentation. 
This need not disturb even the most 
avid publicity opportunist. The great- 
est compliment your speaker can be 
paid is full publication of his text in 
official society transactions or maga- 
zines. But publication is more than a 
compliment. It places your company’s 
contribution before many times more 
society members than could possibly 
attend any session, and places your 
story permanently “in the literature.” 


You Can Quote, Reprint . . . 


After the paper is delivered and the 
society has stated its intentions about 
publication, the brakes are generally 
off as regards further publicity. You 
can quote your man liberally; you 
can even reprint large sections of his 
paper if you credit the society before 
which it was presented; you can use 
the contribution (in edited form and 
with additional illustration) in your 
own external company magazine. 

And if you have succeeded in de- 
livering a “wow.” you can look for 
ward to more invitations for this same 
type of material. 

Many ad managers and publicity 
people have been successful in develop- 
technical 


ing highly sought-after 


speakers within their 


When a technical paper or speech is 


presented by such a speaker to a meet 


companies 


ing of a national society, its chapter 
may ask for repeat performances lo 
cally. This is a marvelous way of am 
plifving your message and your com 
pany 's cause 

So don’t be afraid to fight for a 
travelling budget for your “hot” speak 
er: don't he self conscious about ag 
yressiveness in lining up speaking 
dates: and don't consider the techni 
cal societies speaking program as 
someone else's responsibility 

As ad man or publicity man, the 
opinions and knowledge of your pros 
pects and buyers the world over are 
in vour hands insofar as your com 
pany's technology is involved. Re 
member, technical minds are in 
quiring minds, eager minds, and ag 
UrTessive minds and ide as and infor 
nation can reach the brain through 
the ear as well through the eve. Infor 
nation first presented to listeners may 
esult in an unbelieveable amount of 


petition before readers 
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“HOSPITAL MANAGEMENT KEEPS 
OUR STAFF WELL-INFORMED™ 


Says SISTER LORETTO BERNARD, Administrator 
THE ST. VINCENT’S HOSPITAL OF THE CITY OF NEW YORK 














- i 6e 
Here’s Readership where THEY 
Need It and YOU Want It! 


When the administrator of a famous institution 
like St. Vincent’s says, “your excellent magazine 
provides a useful medium for keeping our staff 
well-informed on current trends and develop- 
ments,” you know it is reaching that combination 
of readers vitally important to you—the admin- 
istrator and the department heads. 


This kind of coverage, this kind of penetration, 
is essential if a complete and effective selling job 
is to be done in this highly specialized field. Ad- 
ministrators, of necessity, depend upon depart- 
ment heads for buying suggestions——and depart- 
ment heads, in turn, depend on what they read. 


And we know that HOSPITAL MANAGE. 
MENT is their primary reading—for it has been 
proved by survey that more than 88% of hos- 
pital administrators regularly route the maga- 
zine to their department heads for this purpose. 


When you multiply this deep departmental 
readership by HOSPITAL MANAGEMENT'S 
leading ABC hospital coverage—and then di- 
vide the result by our low rate—it is easy to see 
why HOSPITAL MANAGEMENT belongs on 
the top of your schedule, NOW, and for all of 
1951. (In spite of the circulation bonus we are 
now delivering, rates are firm for all next year.) 


Largest net paid ABC hospital circulation. 
Send for new surveys covering architects, 
food and equipment. ®@ 
200 E. ILLINOIS $T., CHICAGO 11 


— eres 2 - 
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Graphic Show Spots New Equipment Trends 


Photo-typesetters Promise 
to Cut Printing Costs, 
Replace Current Methods 


Cormaco The hottest displays at the 
Sixth Educational Graphic Arts Expe 

tion were the new photographic com 
position machines that may be expecte d 
to replace current type-setting equip 
ment, cut costs, boost manpower elf 
ficiency and step up production in the 
printing of business publcations, maga 
in ind newspapers 

But with the hopes and expectations 
was a tough question: when?’ 

The apparent answer was, not yet 
Work still remains to be done with the 
new photo-typesetters before they can 
ompete actively with present hot-type 
machines 

Thomas P. Henry, IJr.. Thomas P 


Henry Co., Detroit printer, who has op tions necessary. After the line is dis The exposition was not without a 


SOME 200 companies displayed equipment at Graphic Arts Show 


erated one of the photo-type-setters, said tributed to the justifying device, the touch of horse play. The Samuel Bing 
he feels that the machine still is limited matrices in the assembled line are pro ham’s Sons Mfg. Co., makers of printing 
by the speed of the operator; that it jected and photographed letter by letter press rollers, provided comic relief in the 
will be limited to lithography and on the sensitized paper or film. After a form of an “Atomic Roller Machine.” 
gravure composition “for a while”; that line has been photographed, the matrices Two cigar smoking midgets operated 
corrections cannot be nade easily sre returned to the magazine for re-use the Rube Goldberg affair. On receipt of 
enough; that machines with one master The Ralph C. Coxhead Corp., manu an “order,” the half-pints went into ac 
lise or a mat case are not flexible facturer of the Vari-Typer, which figured tion. Old shoes, worn out tires, empty 
enough; and that he doesn't expect to prominently in the extended Chicago beer cans, yesterday's newspaper and 
ave money by using the device printing strike, exhibited an improved anything else which was nearby went 
He made his observations before | model which has a lighter touch, and can into the machine's receiving hopper 
1010 members of the Printing Industry of be operated at greater speeds Next, the equipment was “actuated” and 
America, which convened in connection The Sereen Process Printing Assn all hell broke loose in the form of flash 
with the show booth featured examples of full-color ing lightening, whirling indicators and 
Des prite the difficulties printer acre reproductions on glassware noise approaching the volume of a Mil 
agreed that the oto-typesetiors on dis license plates, jewelry, decals, text les ton Berle television show 
play predu th em in type-setting wallpaper advert sing posters and oil In hur ime the tin whe | product 
Machines exh ed included the Foto painting repreductions produced by the a crooked, beat-up roller, appeared 
etter, made by Intertype Corp the Ik screen method from the other end of the machine 
of Mergenthaler Linotype Co General Research & Supply Co., Grand The demonstration ended as the oper 
ATF -Hadego Photocomposing Rapids, exhibited its improved automatic sters used a hammer to straighten the 
in Type Found feed. silk screen press. « apable ot turn roller prior te shipment 


' t 2.000 impressions per hour over 


iaiheitaia JOHN T. DEMOTT 
mmera & Instrument Corp Larcumonr, N. J John T. DeMott, 
b ‘ » new 120-line treasurer and director, Simmons-Board 
key hotoeleets en or commercial man Publishing Corp... New York, died 
the Intertype's und m ne printing. This equipment Sept. 15 at his home after a long illness 
wth of the company’s 65- and Mr. DeMott joined Simmons-Board 
ntroduced to the n 1920 as assistant treasurer, be 
eld early in 1949. The en came treasurer in 1928 and a director 
xluces directly from a photo in 1931. Formerly he was treasurer of 


MeCraw-Hill Publishing Co.. New York 


INDUSTRIAL MARKETING, October, 1950 





; 


RUCTION EQU 


‘e aii 


{ 


MARKET... 


The CONSTRUCTIONEER 
Market: 


‘ Constructioneer covers 
the greatest concentration of 
population in the U.S. New 
York, Philadelphia, Balti 
more, Washington, Pitt 
burgh, Buffalo and many 
other major trading centers 
are within Constructioneer 
territory. Your advertising 
dollars are concentrated 
where equipment sales possi. 
bilities are concentrated. 


ae 


CONSTRUCTIONEER 
Service: 


. Constructioneer repre 
sentatives are field men- not 
desk men. Headquartering in 
New York, Albany, Harris 
burg and Pittsbargh they 
drive thousands of miles each 
month covering the jobs in 
their territories for news and 
photos, attending the meet 
ings of construction men. 
They know what's going on 
(and their help has been in- 
valuable to many advertisers 
seeking market information). 


et 


; 
F 
WH 
: 


oo 


CONSTRUCTIONEER Readers: 


. 10,039 of them according to cur 
most recent CCA Audit! Engineering 
contractors, gravel and stone pro 
ducers, coal strippers, state, county, 
city, town and borough officials ac 
count for most of the circulation. 
Complete, accurate lists are constantly 
maintained—CCA Audited circulation 
permits limiting lists to those actually 
working in the field 


CONSTRUCTIONEER 
Editorial Policies: 


. Constructioneer is a news 
magazine! Every other Mon 
26 times a year- 
readers get the latest reports 


day 


\ 


\\ 
Lm 


CONSTRUCTIONEER 


Magazine: 


construction fie 


CONSTRUCTIONEER Photo Service: 


. Every Constructioneer representa 
tive carries a camera! Hundreds of 
job and equipment photos are avail- 
able in our files. All of these are 
available without charge to advertisers. 
A valuable source of material to give 
that local touch to your advertising! 


. Has almost doubled in 
circulation during the 5 years 
it has served the engineering 


n 1950 it 


on progress of local and 
regional jobs. Bids wanted 
and lettings made in the loca. 
tions where they work—not 
handreds of miles away. In 
tensive local news coverage 
gets attention— insures read 
ership for advertising pages 


will carry over 1,500 pages 
for 240 advertisers... . To 
penetrate the nation’s most 
productive construction 
equipment market at mini 
mum advertising cost you'll 
find CONSTRUCTIONEER a 


must on your space sehedule! 


26 times a year readers look forward to news- 

packed issues with well written features of high 

local interest. Top notch editorial means more 
ad readership too! 


Constructioneer ™ 


hoon Mew York Pennsy 
556 High St Nework, N. J 


"10.000 Readers in the Nation's Greatest Market’ 


Member NEP ond ACP CCA Audited Circulation 
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Uyocrell 


motors 


big or little 


youre Mssig 
out on a lot of 
business if you 
reat getting 

big volume out of 


the tremendous, 


active, 


MEAT 
PACKING 
FIELD... 


where your selling story 
gets to the important plant« 


and peopl you want to reach 


when it's in 


THE 

NATIONAL 

PROVISIONER 

and ANNUAL MEAT PACKERS GUIDE 
FIRST IN THE FOOD FIELD 


so morte? thot's 
ts worth specio 
3nG@ advertising 
Write fer Dete 


¥ Finer 


407 S. DEARBORN ST., CHICAGO 5 


142 





BULL SESSION 


Sometimes «deren t take mark te get ae ges to wandering 


Everything is everybocly's job 


‘ls Anybody Listening?’ 


EDITORIAL PAGE above, not an advertisement, is Fortune's idea of the worst 


in tree enterprise 


advertising—a composite yt 


the institutional boners pulled 


habitually by U. S. advertisers. Page includes such familiar standbys as old swim- 
min’ hole, lemonade stand, picture of Abe Lincoln, young entrepreneur, security for 
old folks, puppy love with one soda and two straws, etc. IM felt this too good to 


niss, reproduced large enough so you could read the copy 


Ideas, Not Presentations, 
Sell Space, Says Proven 


cu Lo t isn't enough for the 


nan to prepare a presenta 
erely offers documented 
publication is good and 
readers with great pur 

| most effectively, the salesman 
able frequently to come up with 
ea for helping a particular buyer 
: particular problem at a particu 
Otherwise he will fail con 
capture the buyer's interest 
»bservations were made by 
viee.pre sident and sale . 


er { able Mac hine Lo. 


distribution system does 


Syracuse, N. Y at the first fall meet 


ng of the Tr. F. Club of Chic igo 
He urged salesmen to find out What 
your customer 
we? Does he plan any changes in it? 
What is his potential market? What are 
his distributer’s prometion plans? Are 


they getting tangible results 


Penton Names Pope, Johansen, Chew 


George A. Pope, former Chicago dis- 
trict manager, has been named business 
manager of Penton Publishing Co.'s 
Foundry \ VW 
sentative, has been named Chicago man 
ager. Robert Z. Chew, Jr 
Hotel Monthly, has been appointed a 


Johanse n sales repre 
formerly of 
Chicago sales representative 
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You can cash in on this increasing interest in packaging. 
*A front-page article, 
reprinted from The Journal of Commerce You can search out new customers and help keep old ones 
of April 17, 1950 


sold by printing your sales message in the magazine pack- 


aging men read for help and ideas — Modern Packaging. 


MEMBER 
AUDIT BUREAU 


Vio a 


ee ee ee PU Stitt Ca Tt 


packaging meme 





* New York 17 


oS 
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Preferred Reading With Men Who 
make Industrial Advertising 
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Must Reading for Me 


Says $. R. ROBINSON 


Advertising Manager 
UNITED STATES ASBESTOS DIV. - RAYBESTOS-MANHATTAN, INC. 


“INDUSTRIAL MARKETING has been S. R. ROBINSON In addition to being advertising manager of 
must reading for me ever since I United States Asbestos Division, with which he has been asso- 


xecame associated with industrial ad- 
became a . ciated for the past four and a half years, Mr. Robinson is also 


vertising. Case history type articles 
“ ‘ . advertising manager of the Packing Division and Equipment Sales 
telling how various companies meet 


specific problems, and articles such as Division of Raybestos-Manhattan, Inc. “Advertising has been my 
‘New Check List for Re-Examining work for about 25 years,” he says. “20 of which have been in the 

Your Entire Adve rising I rogram that industrial and automotive service industry fields.” Mr. Robinson is 
appeared in the March, 1950, issue 

“Pr . : : 1 graduate of the Charles Morris Price School of Advertising and 

are always good for ideas. The “Copy 

, nt . p Journalism, a member of the Board of Governors ‘ . 

Chasers’ comments provide plenty sare = we Beane of Coverness, Aqieean 
of food for thought and make Advertisers Council, and chairman of the Wholesaler Advertis 


interesting reading.” ing Award Committee of the Council. 


Can Find No Able 
Substitute for lt 


Soys T. NORMAN TVETER 


Vice President 


ERWIN, WASEY & CO., INC 


“INDUSTRIAL MARKETING T. NORMAN TVETER Mr. Tveter has been with Erwin, Wasey & Co. nearly 
28 years, most of the time in markets, sales, and media analysis. “About five 

is retained as a part of my must years ago, Mr. Williams, our president, made me vice president to head up 
what we now call our Markets and Media Department,” he says. Mr. Tveter 
adds: “Over a period of time I have found that as time 
ingly get busier and busier with more things to do. That being the case. 


reading and is likely to continue 


goes on we seem- 


to do so for the good and 
something must give, and as a result one must be more selective in what 


simple reason that I can find — one retains to read. Perhaps the best endorsement that I can give for 
INDUSTRIAL MARKETING is that it still is retained as a part of “ny 


no able substitute for it.” must reading.” 
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Gives Us Plenty 
of Good Ideas 


Says ROBERT D. MOSSMAN 


Manager of Advertising 
JONES & LAUGHLIN STEEL CORP. 


“To sell merchandise at a ROBERT D. MOSSMAN Mr. Mossman is a “rare example of an advertising man- 
ager who succeeded his father.” Joining the advertising department of Jones & 
Laughlin Steel Corp. during the war, in 1944, he was appointed advertising man- 
ager when his father. the late W. T. Mossman, retired in 1947 after 40 years’ 
service. Mr. Mossman started his career as a newspaper reporter, then switched 
to department store advertising, then to advertising agency work. He attended 
re a: Bucknell University and the University of Pittsburgh. “Any time an advertising 
MARKETING because it Zives = iman gets to the stage in his career where he thinks he knows all the answers,” 

says Mr. Mossman, “he’s going down hill. All we know about advertising is this: 

us ideas... plenty ofthem.” If you have a good product and advertise it consistently, you can sell it.” 


profit, you need ideas. We 


read INDUSTRIAL 


Constant, Reliable 
Source of Information 


Says J. BURR GIBBONS 


President 


GIBBONS ADVERTISING AGENCY, INC. 


“INDUSTRIAL MARKETING is a constant J. BURR GIBBONS Mr. Gibbons established Gibbons Adver 
and reliable source of information and tising Agency in October, 1940. He started with H. W. 
new ideas of value to advertisers and Kastor & Sons, St. Louis, in 1901. His career includes news- 
advertising agencies through its constant paper, sales, advertising, public relations work and manu 
coverage of the experience and success of facturing. He is a past president of the Tulsa Chamber of 
American industry in the use and Commeres, past club president and dlistrict governor of 
application of new methods, materials and Rotary International, and this year is serving on the inter- 
media in the field of advertising, mer- national board of directors. He is a director and former gen- 
chandising and public relations. Our eral manager of International Petroleum Exposition. His 
account executives and copy writers read agency is a member of AAAN, NIAA, SAAA, Tulsa Chapter 


INDUSTRIAL MARKETING regularly.” Advertising Federation. 
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INDUSTRIAL MARKETING BASIC BUSINESS 


PAPER FOR 
200 EAST ILLINOIS STREET * CHICAGO 11 > BUSINESS PAPER 


11 EAST 47TH STREET © NEW YORK 17 @ ADVERTISERS 
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for low-cost, effective coverage 
of America’s Fastest-Growing 
Big Industry ..... 


ELECTRIC LIGHT AND POWE 


YOUR AD-DOLLAR BUYS THIS 
TOP-DRAWER READERSHIP 
General Executives 3414 Commerciol! Executives 
and Supervisors 1268 


Consulting Contract 
ing & Construction 
Engineering Companies 288 





Engineer Executives 
and Engineers 2493 


PLUS 
System Operating Executives 4398 ADDITIONAL CLASSIFICATIONS 
(EY cincuc ation — 14,159 — BLANKETS THE FIELD 





MOST AUTHORITIES predict that the Electric Light and Power Industry 
(Business Managed Power Companies, REA Co-ops, Municipals, Federal 
Power Authorities, and affiliated organizations) will again triple its size 


by 1965 


HERE'S HOW ELECTRIC LIGHT AND POWER covers the men in this boom 
ing business whe can say “Yes!” to your sales story: A) Surveys show that 
E-L-P reaches 90% -plus of the Electric Power men who make or influence 
buying decisions; B) 92% of primary readership have been receiving E-L-P, 
by request, for more than | year; C) An average of 4.8 secondary readers 
per copy receive E-L-P via routing lists; D) Only 44% of E-L-P"s primary 


readership also subscribe to the other leading utility publication 


ELECTRIC LIGHT AND POWER READERS bey: 
Generating, Transmission, Distribution and Metering Equipment . . 
Street Lighting Equipment Construction and Maintenance Equip- 
ment Building Materials Operating Supplies .. . and strongly in- 
fluence industrial and institutional purchases of Utilization Equipment 


1 YOU sell anvthing that touches this rich market, 


get full facts now call or write 


ELECTRIC LIGHT AND POWER 


22 E. HURON ST., CHICAGO 11, ILLINOIS 
CLEVELAND ® NEW YORK ® SAN FRANCISCO 
LOS ANGELES © SEATTLE © DALLAS 








LY BAYS 





Die! Type 
ADVERTISING 
THERMOMETERS 
3 Sizes: 7°"-11""-15"" 
ALWAYS TIMELY 
—EFFECTIVE 
Chreago Aenal Industries Inc 


322 Se Michigan Chicage 4 











Sales Movie Birth Rate 


(Continued from page 96 


ing program. This includes informa 
tion for your internal groups well in 
advance of your publicity in the trade 
press. 

It is imperative that sales policy be 
firm enough not to change before the 
picture is completed. Mistakes in cel 
luloid are expensive to correct and are 
even more exasperating when your 
release prints are all distributed to the 
field. 

Remember, as you start a movie 
project, that the seasons of the year 
may influence photography. Critical 
scenes involving snow and ice may 
not be available for six months or 
more. Timing on your project may be 
such that conditions in the field will 
have ‘ hanged before you get the pu 


ture produced 


Production Outline 


If you are sure that market re 
search for your industrial movie has 
been adequate, that the subject is 
right, that the distribution plan has 
been thoroughly worked out and that 
you've got the green light on all fac 
tors, the next step is to make a pro 
duction outline. This will provide you, 
or your producer, or agency, with a 
blueprint for production. It is the 
basic floor of agreement for any pro 
posed movie subject and is funda 
mental to the writing of the picture, 
the budget, the purpose and the con 
tent. It is, verily, a marketing report. 

The audience is spelled out for all 
to see and agree upon. If it is “soda 
fountain clerks” and everyone agrees 
then it won't be likely that someone 
later will want to include “clergymen” 
as part of the specific audience. You 
just don’t write a business picture for 
“everybody.” Hollywood attempts it, 
for box-office reasons, but, in general, 
a sponsored film is directed to a spe 
cific group, such as “plant electrical 
superintendents” or “home economics 
classes in high school.” 

Of course, there are secondary audi 
ences for nearly every picture, but 
these are usually what we term “indi 
rect” audiences and the promotional 
dollar is primarily spent for the “di 
rect” audience. 

The purpose or objective of the pic 
ture should be spelled out in one sim 
ple sentence. You're not supposed to 


be interested in how much you can 
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throw at the audience but in what 
they'll remember and take away. If 
your objective is too cluttered up as 
it appears on the produc tion outline, 
then chances are that the audience, 
too, will miss the point of the picture 
entirely and will not be wholly im 
pressed 

A good production outline leads to 
a satisfactory treatment outline. then 
to a satisfactory script and story 
board. If all is well at that stage, your 


picture, well begun, is half done 


Vo Snap Decisions 


Making industrial movies is not 
confined to making snap decisions or 
to wishful thinking. It’s better to stay 
away from them entirely rather than 
make pictures that will gather dust on 
the shelves rf your branch offices 

The medium is powerful when 
properly planned, well-executed and 
distributed. Just ask yourself a few 
key marketing questions and you'll 
know whether your company should 
make a movie 

All competent lomm movie pro 
ducers are capable of helping you find 
the answers, as they, too, are not in 
terested in producing unsuccessful in 
dustrial movies. But you, the guy who 
pays the check, should insist on hav 
ing all the answers before you spend 


a nickel on another ‘orphan.’ 


Market Data Book Number 

Media Corrections 

‘ r, shown on Page 264 of the 

Market Data Book Number of / ustrial 

V re fing carries the membership 

symbol of the Audit Bureau of Circula 
The public ithom ms Me member 
ABC. Its circulatio igures are 


a sworn stat nt of the pub 


The listin ‘ rnational on 


; 


in stry, show? ‘ oO 

Market Data Book Number, are incor 
ctly listed The ublishe . sworn 
ter ent gives total net paid circulation 


4.038 and total distriln 


Steller, Millar & Lester Adds Five 
ller. Millar & ester, Los Angeles 
cy, has added five new accounts 
rd Chemical Co., industrial chemi 
Instrument 
Fray Ma 
milling machine maker; 
Dutro & Son, rotary press manu 
; and Mobil-Sweeper Div., Con 
Schedules will include busi 


ss papers, direct mail and literature 
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Here’s how 
to win friends 
for your business 


D, WARREN Company 


SOGE he October 7! issue at 


THE SATURDAY EVENING POST 


the whole story 








P. Lorillard Purchasing Director 


The P. Lorillard Company, New York, 
has appointed Frederick Walson di- 
rector of purchasing. Getting ahead in 
business tke Mr. Walson are thousands 
of regular Wall Street Journal readers 
throughout the nation executives and 
their aides who make or influence de 
cisions on planning, production, selling 
and buying 





Advertisement 





It's only natural with F. D. Allen 
He's responsible for Displays a vl 
Exhibits at Owens-Corning 
Fiberglas. Thi 

Fiberglas at tr 
ventions. Probk 


worry F. D. His « 





16-20. sorn N 3? fn 
& Stevens Hotels, Chicage 


Oct. 16-2 


ation 


1 yiry justries Exposition 


ve Atlantic Cit 


Oct. 19-20. Systems & Procedures Association 


. Amer 5 Hotel New Yorker, New York 


Oct. 23-25. National Paper Trade Associa- 


' Stevens Hote Chiceg 
Oct. 23-27 750 

Meta noress & Expos 

Oct. 23-28. Nationa! Business Show f Of 
fice Executives Ass aon yrand Centro 


e. New Y 


Oct. 30-Nov. 2 


4 


Oct. 30-Nov. 2 


Oct. 31-Nov. 2 


f Aa 
; 


Nov. 2-3 


ws 


Nov. 6-10. 3 


Nov. 9-1! 
Nov. 13-16. N 


Nov. 14-20 


Audit 


Nov. 27-Dec 2. Nat 
Rw , 


ew York 


December 


1951 
January 


Jon. 16-18. Northwe 


Jan. 18-25. Not 
Jon. 21-25. Nationo f Home 


Builders 3 
Jon. 22-25. ncrete justries Exposition 


Put Auditorium, C sland 


Jon. 22-26. |0th ng & Ventilating Ex 
tion of American §$ ety of Heating & 
Bellevue-Stratford 


c 


2de'ph 
Jan. 24-26. Southwestern Lumbermen's 
vention, Kansos City, Mo. 
Jan. 31-Feb. 4. Transport Vehicle Show, Mod 


son Square arden, New York. 


February 


Feb. 5-7. Nationa! Electric Sign Association 
nvention & Exhibit, Hotel New Yorker 

Yew York 

Feb. 5-8. Automotive Monufocturers Acces- 


sories Show snd Central Palace, New 


York 


March 


Mer. 11-17. Internationa 


dea. Menten, Tones 


Industrio! Expos 


Mer. 12-15. Store Modernization Show 
Stevens Hotel, Ch 39a 
Mer. 1315. Midwest Hotel Show, Hote 


Shermon, Chiceg 


Mer. 19-23. Western Metal Congress ond 


Exposition, Oationd 
Mer. 19-23. Rod 


* Rad E 


Engineering 


ong 


April 
April 17-20. 20th N 
position, Atlant ty 
Apr 30-May 4. Nationoe 


tae si? 


May |4-17. 

Mining 

May 30 Sept 9. W 
ta Anite F 


June 3-6 
: A € t 


June 11-15 


Aa 


October 
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SEND FOR THESE HELPFUL SELLING TOOLS 





1001—For the Advertising 





mg manager,” 
Seen sont tn Bs colo Ses chout your call 
ten ways for his: to 
ttn ey BF 
Offered by Associate Business Publica- 
tions. 12 pages. 


CIRCLE 100! ON READERS’ SERVICE CARD 


1002—40 Questions 
Research Con Answer 


Rumrill Research, Rochester, offers a 
16-page booklet which tells how research 
can dig out information on your product, 
mnashet, advertinng, selling—on your 
and on public opin- 
ion. It tells ( a) when to buy research, (2) 
how you start a survey, (3) how the sur- 
vey is made, (4) how the survey is proc- 
essed and, (5) the reports you receive. 


CIRCLE 1002 ON READERS’ SERVICE CARD 





1003—The Advertising Council, 
Wheat it is—What it does 


which gives you a brief, but complete 
story. 


CIRCLE 1003 ON READERS’ SERVICE CARD 


1004—-Automobile Facts 
and Figures 


If you sell to the $25-billion-a-year 
automotive industry, you'll need a copy 
of the new (1950) edition of Automobile 
Facts and Fi Just released by the 
Automobile facturers Association, 
this study can answer almost any 
— the car and truck market. 
t's impossible to give you even a brief 
description of the valuable information 
included in this most usable booklet. Get 
a copy! 


CIRCLE 1004 ON READERS’ SERVICE CARD 


1005—How to Produce 
A Low Cost Movie 


The best way to produce a business 
movie is to engage the services of « pro- 
fessional film oy organization, 
BUT if your budget will not permit this, 
yore & is still another possibility. You can 

production yourself. It sounds 
difficult, bes it isn’t. Telefilm, Inc., 
Hollywood, tells you hew to do it in an 
eight-page booklet entitled “Proven For- 
mulas for Low Cost Business Films.” 


CIRCLE 1005 ON READERS’ SERVICE CARD 


1006—Slide Chart for Locating 
the Metalworking Market 
A slide-chart, designed to help locate 


and measure sales potentials in the 
metalworking market, has been developed 


Sigasas 





. 


manufacture, (2) analyzes 20,- 

employing 20 or more work- 
f plant size and annual sales vol- 
ume, (3) analyzes by size, the number of 
plants performing each of 20 basic metal- 
working operations and, (4) gives details 
on the number of plant: in each of nine 
geographical areas—both by size and 
products manufactured. 


CIRCLE 1006 ON READERS’ SERVICE CARD 


é 
i 


3 


1007——How to Reach the 
$750,000,000 Hospital Market 


Do you have something to sell to the 


Readers’ Service Dept., 





ap s squad 

Evansville executives who tell 

about the problems, triumphs, needs and 
opportunities of local manufacturers, (3) 
a color movie showing what Evansville in- 
dustry is doing to create jobs and insure 
job security. The Evansville plan may be 
just the program for your community. 
At any rate, it’s worth investigating. 


CIRCLE 1008 ON READERS’ SERVICE CARD 


1009---Low Cost 
Addressing Machine 


Master Addresmer Co., Minneapolis, of- 
fers descriptive literature telling of a foot 
operated unit which will produce ad- 
Goned exstege, 28 an aveusgp epend of 
ee The machine 
ha OE. te 
ab cc cen. tbe on oe en va 
poe enyngt fuk AD, 
ous = & SS ee Tae oar 
dresser for less than $100, 
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Please send me the following research and media deta: 


1001 1002 
1009 1010 yon 


1003 1004 
1012 


Please print or type 


1006 1007 1 


1014 «61015 
betew | 


1005 
1013 
leterieation 
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BUSINESS REPLY CARD 


First Cless Permit No, 9%, Sec. 510, P. L. & R., Chicago, Ml. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 


200 East Illinois Street 


Chicago 11, lil. 
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SEND FOR THESE MARKETING AIDS 





1010—County-by-County Survey 
of Farm Equipment Market 


Here’s market information at its best! 
Implement and Tractor offers a 
reprint carry: complete data from its 
13th Annual istical Number. This 
valuable study gives county-by-county 
figures showing the number of tractors, 
care and trucks on farms. Other county- 
by-county information includes (1) cash 
farm i » (2) ber of farms by 
size—less than 10 acres, 10 to 49, 50 to 
99, (3) total number of farms, (4) acres 
used for crops, (5) value of farm equip- 
ment, (6) farms with $1,000 equipment 
or more and, (7) number of farms with 
electricity, (8) with running water. A spe- 
cial section shows production and sales 
of farm equipment from 1944 to 1949. 


CIRCLE 1010 ON READERS’ SERVICE CARD 





1011—How Business Paper 
Readers Rate Ads 


What ads were read mos? This 12- 
page booklet reproduces 30 ads from 
Banking and gives the readership score 
for each. The study also gives reader-an- 
swers to these questions, (1) how much 
reading time do you give each issue? (2) 
how many times do you refer to it? (3) 
how many others read your copy? (4) 
where do you read your copy? 


CIRCLE 1011 ON READERS’ SERVICE CARD 


1012—-Facts About the 
Petroleum Industry 


More than $7,500,000,000 will be spent 
mext ten 


Petroleum Processing carried a six-page 
feature article on the outlook for this 
booming industry. Reprints are available. 


CIRCLE 1012 ON READERS’ SERVICE CARD 


1013—How to Waste 
Good Advertising Space 


Millions of trucks and sales cars, travel- 
ing the world’s highways and streets, can 
deliver advertising messages as well as 
services and goods. If you are not using 
the valuable advertising space available 
on your business vehicles, you are missing 
a good bet. The Meyercord Co., Chicago, 

12-page how-to-do-it booklet 
“Ads on Wheels.” 


CIRCLE 1013 ON READERS’ SERVICE CARD 


1014—The $16 Billion 
Automotive Service Market 
and How to Reach It 

Here's a tell-ell portfolio which in- 
cludes valuable data on the $16 billion 


automotive service market covered by 
Automotive Digest. It tells what this huge 





BUSINESS REPLY CARD 


First Clase Permit Mo. 9%, Sec 516, PL. & 8. Chicago, Ii. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 


200 East Illinois Street 
Chicago | 1, lil. 


CIRCLE 1014 ON READERS’ SERVICE CARD 


1015—Index of Free 16mm 
Movies Available from Industry 
da film— 





guide will tell you how other companies 
make their educational films available to 
interested groups. More than 65 films 
are listed—with descriptions. Possibly 
your company or group may wish to view 
one or more of these movies. The list of 


and many others. Offered by Modern 
Talking Picture Service, New York. 


CIRCLE 1015 ON READERS’ SERVICE CARD 


1016—How Readers of 
Business Papers Judge 
Editorial Content 


The Putman Publishing Co. has just 
published, “How New Editorial Excel- 
lence Builds Superior Readership” —and 
as usual, it is a most readable and 
thought- provoking piece (Putman says 
you may find it disturbing). This 28- 
page, three-color booklet frowns on the old 
“paste-pot-and-shears” method of editing, 
and discusses editorial content based on 
readership figures as d by 
from re 


CIRCLE 1016 ON READERS’ SERVICE CARD 





we, USE THESE RETURN 
CARDS FOR PUBLICATIONS 
MENTIONED ON THIS PAGE 


These handy retum cards will 
save you time and help you get 
facts to aid in your market plan- 


Readers’ Service Dept., INDUSTRIAL MARKETING 5010 

Please send me the following research and media data: 
1001 1002 1003 1004 1005 1006 1007 
1009 1010 1011 1012 1013 1014 


1015 
(Please print or type intormotios 
Note Inqsiries for items listed not serviced beyond Jon, 15, 1951 


ning. Use them today! Indus- 
trial Marketing's fact - packed 
advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 


1008 
1016 





War's Effect on Advertising 


Continued from page 33 


efforts of domestic consumers to stock 
up on everything from nylon hosiery 
to automobile tires. Prospective price 
rises always cause heavy buying, 
which means hoarding, and thereby 
create shortages and price distortions 
which could be avoided if everyone 


continued to buy in normal fashion. 


Prepare to Expand 


The third factor is that nobody 
knows whether the Korean war will 
remain a local conflict or spread to 
other parts of the world. Yet the 
United States is forced to prepare for 
the expansion of war effort because of 
the urgent need to be ready in the 
event of a greater emergency than the 
present one. The result is that we shall 
devote a larger part of our production 
and manpower to war purposes, but 
we may not know for a long time to 
come whether all of our preparations 
are necessary. In the meantime the 
impact on the country will be very 
great 

Now for the picture of what hap 
pened to advertising in the last war. 
Advertising Age recently published a 
table of national advertising expendi- 
tures in six leading general media 
newspapers, magazines, network and 
spot radio, outdoor, and nationa! farm 
publications. Following the depression 
low, national advertising expanded 
steadily until 1942. It dipped slightly 
then, from $571,000,000 to $548,000.- 
000, because of uncertainties regard- 
ing war conditions and government 
policies, but immediately regained mo- 
mentum and increased by large per 
centages until the present, when it is 


almost three times the prewar low. 


Advertising Volume Is Up 


Part of the increase represents the 
effects of inflation, due to the reduced 
buying power of the dollar, but even 
allowing for that, there has been an 
enormous increase in the physical vol 
ume of advertising since the beginning 
of the last war. 

Coming to the business publication 
advertising situation, we can see the 
picture clearly as set forth in the splen 
did analysis of advertising expendi 


tures in this field compiled by A. R. 


INDUSTRIAL MARKETING, October, 1950 


We rau HU bras Sadi, 


Among manufacturers of 


EXAMPLE NO. 4 


PAINTS, VARNISHES, LACQUERS — 


293 MAJOR PLANTS EMPLOY 54,945 


— account for 79.2% of 


total employment, 


79.8% of production in this industry. 


The 1949 McGraw-Hill Census identifies each and every one of 


these 293 key plants 


those with over fifty employees — by name, 


location, number of employees, and chief product manufactured. 

The Paints, Varnishes and Lacquers industry is only one of 144 
segments of manufacturing industry. In each of these 144 segments, 
McGraw-Hill’s Census isolates, identifies, classifies and rates the 


worth-while manufacturing plants. 
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McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET 


NEW YORK 18, N. Y. 





profitable 


nd Sessions catalog 


THE HEINN COMPANY 


sur new catal 


for y« 


readership 


Protecto-Process cata- 


326 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


OniGinators of tHe leese-leaf system OF Carta 


OGING 





GENERAL SHERMAN TANKS overhauled at Watertown, Mass., arsenal re- 
flect greatly increased U. S. production capacity since start of World War II. In- 
crease will relieve strain on nation’s business—and advertising—after Korea 


Venezian, of MeGraw-Hill’s research 
staff, and published in the August 
issue of INpusTRIAL MARKETING. 
Here you will note that advertising 
in business publications was rather 
slow recovering from the depression 
lows, and that the approac h of the na 
tional defense and war period was 
Business paper ad 
vertising from 
$75,000,000 in L941 to $83,000,000 in 
1o42 


bounds through the war and postwar 


highly stimulating 
revenues increased 


and then grew by leaps and 


periods 
Expenditures in 1945 were $172 
und the 
right through 1948, when it hit an all 
time high of $225,000,000 


000.000, increase continued 


There was 
i slight dip in 1949 to $222,500,000, 
ilthough declined 
6.8 The 
ued to show declines through most of 
but the INpusTRIAL MARKETING 
monthly reveals that in 
August, for the 


there was an increase in the number of 


volume in pages 
linage picture has contin 
1950 
tabulation 
first time this year 


paves ¢ urried in business papers 


paper 
not only increased their 


Business udvertisers, it is 
quite evident 
ulvertising expenditures during the 
war, but have continued to increase 
them since. They found that they had 
plenty to say to their customers during 
wartime, particularly if they were not 


ible to continue to serve all of them, 


und that they were able to use war 
time udvertising effectively = a 
speedy me thod of transmitting know 
how to the greatly expanded forces of 
ndustry 

This reminds me that in January 


1942, at the beginning of World War 


Il, | was asked to speak on “Advertis- 
ing’s Wartime Job” at a meeting of the 
Cleveland Advertising Club. At that 
time I listed six objectives for adver- 
Adver 
tising was actually employed in reach- 
ing all of them 


tising under war conditions. 
They were: 


Six Wartime 
Objectives for Advertising 


1. Speed governmental accomplish- 
by us- 


ment in the drive for victory 
ing advertising to promote war bond 
sales, salvage drives, enlistments of 


doctors and nurses, etc. 


2. Expedite conversion of industry 


to wartime production. 


3. Ease the shock of war on the 
civilian population and the national 


economy 


4. Divert demand for scarce articles 


to those in more plentiful supply. 
>. Explain business to the public. 


6. Condition markets for postwar 


le ve lopments 


At the time that talk was delivered, 
the Advertising Council had not yet 
swung into action for the great job 
which it did all during the war years. 
It marshaled all the forces of advertis- 
ing to support government drives on 
the home front, and demonstrated to 
government, business and the public 
the value of adve rtising as a means of 
maintaining civilian morale and unit 
ng the people at home in support of 
the men on the fighting fronts 

From the standpoint of advertising 
ind its function in war time, it is im- 
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possible to overestimate the value of 
the Advertising Council in putting ad 
vertising to work in the national in- 
terest. Business papers have contrib- 
uted to this job in an important way, 
and at present Nelson Bond on behalf 
of the Advertising Council is main- 
taining a poo! of business paper space 
which has been used for various pub 
lic service projects and will undoubt- 
edly be available for many government 
drives in the event of a widening of 


the war zone. 


Tax Rates to Increase 


The activities of the Advertising 
Council were largely responsible for 
the relative freedom of action which 
advertisers enjoyed during the last 
war. There is every reason to believe 
that no unnecessary restrictions will 
be placed on the use of advertising 
under war conditions now. However, 
the government, supported by such 
strong business groups as the Com- 
mittee for Economic Development, will 
undoubtedly increase tax rates very 
sharply on both corporate and busi- 
ness incomes, and the rate may be high 
‘nough, even with excess profits taxes, 
to discourage unnecessary expendi- 
tures for advertising. 

The Washington editor of Advertis- 
ing Age has summarized government 
regulations of advertising expendi- 
tures in a series of six articles which 
started with the Sept. 4 issue. Empha 
sis is placed on the fact that in the 
eyes of Washington reasonable adver 
tising expenditures are a proper 
charge on business income for tax 
purposes. I believe there will be no 
change in this policy in the event of 
a more general war situation. But 
some tightening of regulations as to 
expenditures not in line with the pre- 
vious record may very well come 


about. 


Effective Precedent 


Thus the fact that business paper 
advertisers have established a record 
of maximum expenditures in the past 
five years, since the end of the war, 
will serve as an effective precedent for 
continued active use of advertising in 
the next emergency to perform the 
obvious tasks that can be assigned to 
advertising as a means of meeting war 
problems. This is the best assurance 
that we can have that advertising will 
be continued on a normal scale even 
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47 YEARS SERVICE TO CANADA’S 
PULP AND PAPER INDUSTRY 


When Pulp and Paper Magazine of Canada started publication, a year's 
output of the paper industry represented only a few million dollars. today 
the same dollar volume is reached in two or three days in the mills from 
coast to coast which house Canada's largest manufacturing industry. Last 
year, output of the Canadian pulp and paper industry exceeded $800 
millions. 

Maximum coverage of the men you need to contact is secured through 
this technical journal of the industry. With 95 per cent paid circulation, it 
has the intense interest of the men responsible for mill operation and 
production. 

Editorial content is outstanding, directed by editor-in-chief J. N. Stephen- 
son, a noted international authority on the industry, who is also editor of the 
official four-volume textbook "Pulp and Paper Manufacture”, prepared 
under the direction of the Joint Textbook Committee of the Pulp and Paper 
Industry of the United States and Canado. He was awarded the United 
States industry's gold medal in 1939. 

For 47 years Pulp and Paper Magazine of Canada has done a thorough 
job for the industry and the advertiser. For details and industry information 
write any National Business office shown below. 





NATIONAL BUSINESS PuBLIcaTIONS 
srrissd 


Head Office: GARDENVALE, Que., Canade 


MONTREAL © TORONTO © VANCOUVER 
NEW YORK: W. G. Gould, 7 West 44th St. CHICAGO: W. S. Akin, 
19 So. Le Salle St.. SAN FRANCISCO: C. H. Weoley, 605 Morker St. 


Publishers of: CANADIAN MINING JOURNAL, PULP & PAPER MAGAZINE OF CANADA 
CANADIAN FISHERMAN, CANADIAN FOOD INDUSTRIES. CANADIAN OIL & GAS INDUSTRIES, 
CANADIAN INDUSTRIAL EQUIPMENT NEWS, PRODUCT NEWS, SHOP, CANADIAN REFRIGER- 
ATION JOURNAL, LOCKER PLANTS & FROSTED FOODS, THE CANADIAN DOCTOR 
CANADIAN JOURNAL OF COMPARATIVE MEDICINE, and the following onnuols CANADIAN 
MINING MANUAL PULP & PAPER MANUAL OF CANADA. NATIONAL DIRECTORY OF 
CANADIAN PULP & PAPER INDUSTRIES. INDUSTRIAL EQUIPMENT HANDBOOK CANADIAN 
PORTS & SHIPPING DIRECTORY (bi-cnnwo!) 











| TITLE ANALYSIS | of the 
readers of 


CIVIL ENGINEERING 


87°% of whom are 
members of the American 
Society of Civil Engineers 


4,768 
1,732 
Chief Engineers 2,060 
Project ond Staff Engineers 11,155 
Designers and Registered Staff Architects. 772 
Oraftsemen 490 
Superintendents of Construction 

(Supervisory Staffs) 734 
Other Department Managers and Heads 40! 
Individuvels ond Other Employees 7,175 


May 1950 issue 29,307 


Total net paid, 6 months average 
period ending June 30, 1950 30,463 


You are assured of action from the 
«ream of the construction crop — the 
men at the top — when you schedule 
Civil Engineering circulation sow 
over 40,000 every moath 


= 
IVIL [CNGINEERING 


The Magazine of Engineered Construction 





Owners and Corporate Executives 
Ge 1 sond M gers 








33 West 39th Street, New York 18, N. Y. 








REFRIGERATING 
ENGINEERING... 


TURNING A 
COLD SHOULDER? 


If you can supply any of 


the thousands of com 
ponents and raw ma 
terials used by the 
S3.000 000.000 rel rigera- 
tion and air condition- 
ing market, get our sell- 
story without delay 


For complete information, 


WRITE TODAY! 





though war production takes a big 
bite out of industrial output. 

\ limiting factor, of course, is the 
paper supply. Even before the Korean 
war started, newsprint shortages had 
developed, and book paper prices had 
started to 
likelihood that even without paper ra- 


be difficult for the 


mills to supply the demand for both 


advan 2. There is every 


tioning, if may 


book paper and newsprint. 


Paper Shortages 


Publishers were allotted 75% of 
previous usage paper during most of 
the war years, and in the business and 
general magazine publishing field they 
were able to increase the number of 
pages by reducing weight and trim- 
ming margins. The opportunity in this 
direction may be less now than it was 
at that time. 

At all events, pressure on the avail- 
able supply of pulp in the event of 
expansion of war activity will reduce 
the output of printing papers and thus 
put a definite brake on the expansion 


Whether allocations of 


paper and other scarce materials will 


of advertising. 


Plan a Sales Meeting 


Continued trom page 52 
of time, so there will be no interrup 
tions during the meeting. 

rf Provis ‘ the 


have matches available 


conveniences You 
nay want to 
on the tables 
cigarets. Perhaps you will want to sup 


possibly cigars and 
ply pencils and pads. Maybe each pad 
should have the individual's name on 
it to make more certain that he takes 
it with him and doesn’t misplac e i 
You may want to furnish identifica 
tion badges so that strangers may be- 
come acquainted more quickly All 
these little details have a part in the 
meeting The check list helps you re 
member them 

8. Arrange luncheon and dinner 
Select the menu in advance from sug 
gestions offered by your hotel execu 
tive. You must tell him exactly how 
many will be in your group and when 
you will want to eat so there will be 
no delay in serving and so the food 
will be hot. You can have gratuities 
for the 
luncheon bill to simplify your expense 


waiters added on to your 
account. 


\ dinner is usually a more elaborate 


result remains to be seen. 

War is inflationary in most of its 
aspects. It is financed on an inflation- 
ary basis, by piling up government 
debt in the form of bonds. It greatly 
increases the supply of money, and at 
the same time decreases the supply 
of goods available for purchase. Thus 
it tends to increase prices, and wage 
rates always follow close behind price 
increases. 

We have already seen the results of 
inflation in the lowered purchasing 
power of the dollar as the result of 
the tremendous expenditures and defi- 
cit financing of the last war and the 
years succeeding. The great problem 
of another war will be to hold these 
inflationary forces in check. 

With high taxes, levied in an effort 
to finance the war on a pay-as-you-go 
basis, accompanied perhaps by a more 
careful scrutiny of advertising ex- 
penditures by government authorities, 
it may be that another general war 
will see advertising used for all legiti- 
mate purposes, and therefore in good 
volume, but without the tremendous 
expansion which was characteristic of 


World War II. 


affair and consequently calls for more 
careful preparations. As possible sug- 
gestions, don't forget cocktails before 
the group is seated, flowers for table 
decorations, a speakers’ table and a 
definite seating arrangement assured 
by individual place cards. You will 
work out these plans with your hotel 
executive. 

9. Plan a plant tour. If your pro 
gram includes a tour of your plant or 
visit to your laboratory, remember to 
plan transportation and make other 
necessary preparations in advance to 
avoid any possibility of confusion and 
prevent a waste of valuable time. For 
our meetings of this kind, we work 
out the complete program down to 
every hour of every day so that we 
have at least a fighting chance to stick 
to the schedule and cover the ground 
we intended to cover. Each person is 
given a copy of this program. 

Arrange to keep the schedule 
going on time. In one series of meet- 
ings, when we had a carefully sched- 
uled program to cover, we wanted to 
impress on the men the necessity for 
convening on time. The original an- 
nouncement stressed the starting time 
of the first session. As eat h person 
arrived, he was presented with a love- 
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ly, fresh, white boutonniere flower. 
Exactly on time, the meeting was 
opened. Anybody coming in after- 
wards was given a little red flower. 

Later, the sales manager in charge 
of the meeting made a casual remark 
to the effect that those not wearing 
white flowers were given boutonniers 
of another color to match their faces 
upon coming in late. This brought on 
some good-natured kidding, but no- 
body was late at any of the following 
sessions, 

Your visiting guests will not be 
favorably impressed if they are left 
standing around, waiting, wondering 
what they are supposed to do next. But 
a smoothly running schedule, clicking 
off with precision timing, will make 
them feel that the time devoted to your 
meetings was well spent. Also, your 
boss will be pleased that he can rely 
on your careful generalship. So or- 
ganize your preparations to have every 
little detail taken care of ahead of time. 


Denison Slide Film 


Continued from page 56) 


its printing. Original photographs for 
the film and the explanatory script, 
plus art work, writing, arranging, and 
mechanical preparation of material 
for the book (except final printing) 
were handled at Denison 

Production of the sound-slide film 
and the book was carried on simul 
taneously and completed in a 60-day 
work schedule. Total cost of the film, 
mot including extra films and records, 
was $600. The 35 mm. film has ap 
proximately 50 frames, accompanied 
by a running commentary recorded on 


a 16-inch dis 


5 Shots in Sequence 

Speed was vital in preparing the ma 
terial. One way of getting speed was 
the planning of camera position. To 
avoid any need for excessive changing 
of camera position, the oil-hydraulic 
test stand was mounted on a turntable 
specially built for the purpose. It 
could be completely revolved, per 
mitting the unit to be turned to any 
desired position before the camera. As 
many as five shots were taken in some 
sequences without changing _ the 
camera except to adjust the focus 

A complete working script was de 
veloped, explaining the illustration in 
each film frame. By having the script 
available prior to photographing the 


procedure, we did not need to shoot 
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You too, can determine which publi your 
prefer by conducting your own survey ot our expense. Write for details. 


A Jenkins Publication 








FIRST IN CIRCULATION 


Total Distribution now 10,000 each month. 
Largest concentrated coverage of the industry's volume buyers and sellers 
at no increase in basic advertising rates—in fact, rates per thousand circu 
lation are 20% lower than in 1949. 


ST IN ADVERTISING 


Unchallenged in the Liquefied Petroleum Gas Industry—every year since 
1939 Butane l’ropane News has led the field in total advertising space, total 
advertisers, exclusive advertisers and advertising dollar volume 


Out of 300 advertisers using both publications 
in this industry in 1949, 235 used 1205 pages of 
advertising in BP-News and the Catalog; 422 
pages more than the second publication. 


101 advertisers used 311 pages of display adver- 
tising in BP-News publications exclusively 


Classified advertising is the best barometer of 
a publication's pulling power -BP’-News carries 
2% times as many clasdified ads as the second 
publication 





Survey after Survey shows 
Butane-Propane News is the Best Buy! 


Recently several manufacturers conducted a series of surveys to deter- 
mine which publication serving the LP-Gas industry was preferred and 
read by their own customers 

Conducted on a national scale and covering several different industry 
groups with an average return of better than 36° —survey after survey 
showed a uniform and consistent preference for Butane-Propane News 


-let's look at the results 


75.3% of the returns from manufacturer's own customers show they 
prefer BUTANE-PROPANE News 


92.5% read BUTANE-PROPANE News 


20.3% of BUTANE-PROPANE News’ circulotion is unduplicated by ony 
other national publication for this industry 


Proof that more coverage and better results can be obtained by con- 


centrated schedules in the leading publication 


A comparative analysis of these surveys on a cost basis reveals 


A 12-page schedule in B-P News wil! reach 90% of the buying influ 
ences of the entire industry at a cost of $2400 

The use of two national publications in this industry will achieve 95°% 
coverage at a cost of $4,320 a 5% increase in coverage at 80% 
more cost 

Concentrating schedules in B-P News saves the advertiser 44° in costs 
with only 5% less coverage 


Only BUTANE-PROPANE News is necessary to cover the industry! 


s ond prospects reed and 





ADVERTISING OFFICES 


s NEW YORK 18 
11 West 42nd Street 
CHickering 4.1939 


CHICAGO 3 
1064 Peoples Gos Bidg 
WAbash 2.2584 


j \ 
é >») 198 Sevth Alvarado Street men 





Les Angeles 4, Colif. - DUnkirk 7-4337 Phone 2-2414 














There's sew business 

to be hed in 195! in 
every field of public works 
Ask for the first complete 
detailed dete fle on this 
$3 850, 000,000 marktet—with 
leads on new sales and 


how to go after them 


Protic Works 


308 East 45th Street - New York 17, N.Y. 





lf you can sell to the 
Bedding Manufacturers, 

Send for our new 
WF MEDIA DATA FILE 


If you have ANY product or service 
this huge ($331,100,000) industry 
can use, it will pay you to learn the 
startling facts about the sleep equip 
ment field and BEDDING, its only 
book 

isk for our latest MEDIA DATA 
PILE 


ADVERTISING AGENCIES! 


You can recommend this sole book 
to completely cover a tremendous 
market for materials, machinery and 
supplies at an extremely low cost! 


You don't have te 
spend mech in this 
ONE-BOOK market 
te cover it. Ask for 
date and rates. 


Merchendise Mart, Chicago 54 








the pictures in correct sequence. This 
saved time by holding camera posi- 
tion changes to a minimum. 
Background for the photographs 
was a canvas drop, and an 8x10” view 
camera was used for the shooting. In 
the majority of shots, the subject was 
lighted by two flash bulbs in reflec 
tors. One of these was plac ed at the 
camera and the other at one side of 
the photographed equipment. The 
photographer and two assistants made 
45 action shots for the film in four 
and a half hours, handling all steps 


of the process 


Low-Cost Guide 


When the shots were 
each was mounted separately and re 


completed, 


touched only slightly to clean up ot 
accentuate details. Type was pasted on 
the pictures and arrows added where 
These 8x10" photographs, 


necessary 


Defining, Measuring Market 


Continued from page 41) 


mean even smoother and easier start- 
ing, and will permit motion control 
speed change ratios as high as two to 
one in a matter of seconds, compared 
with the 10 or 15 minutes required by 
older methods and equipment. 

Interviews and a test installation 
will tell us how well the new product 
met the needs. A study of basic textile 
statistics will then give us the size of 
the market. 

So we interview users and potential 
users of this type of equipment. We 
study price. We study competition. 
We must do this to make sure that the 
competition does not have a better and 
cheaper speed control. 

We then must find the types of ma- 
chine tools on which the sheave can be 
used. It certainly does not have uni- 
versal applications. 

We are then prepared to go to 
printed sources for statistical facts. 
These are in turn modified by the ef.- 
fects of price and the proportion of 
machines that can use the sheave. 
From this study the geographic loca- 
tion of the market is determined. 

After determining the geographic lo 
cation of the market, we must care 
fully compare the results with our 
sales organization. Perhaps we will 
find that the industries that will use 
our product are located in small com 


with the complete script, were turned 
over to a professional movie studio 
for reshooting on 35 mm. film, proces- 
sing, recording and packaging. 

To the armed forces, the instruction 
manual and sound-slide film combi- 
nation meant a low-cost, complete 
guide to conversion and operation of 
oil-hydraulic test stand equipment. To 
the manufacturer, it meant elimination 
of the need for supplying factory- 
trained workers to help military per- 
sonnel with the new equipment. 

The end result, in effect: 
helped 


make a sizeable saving in time and 


Industry government to 
cost in the build-up and use of one 
type of equipment for the armed 
forces. In the present emergency, this 
type of cooperative assistance between 
private industry and the armed forces 
not only benefits the overall defense ef- 
fort, but also creates better relation- 
ship with government agencies. 


munities as well as large. But our sales 
offices are in only the principal cities 
throughout the country. 

If our product were heavy ma- 
chinery that sells for thousands of dol- 
lars per unit, the travel and expense 
necessary in order to consummate the 
sale would be compatible with the dol- 
lar volume of the sale. On the other 
hand, our product is a low priced item 
that should be stocked for immediate 
sale and delivery, it is more advisable 
to sell through industrial distributors. 

Industrial distributors are located 
in small as well as large communities 

. in other words, in all places where 
you will find industry. As the prod- 
uct we have selected is used in all in- 
dustries where there are machines in 
motion, it is an ideal item for the in 
dustrial distributor. 

The foregoing steps to defining and 
measuring your market can serve you 
as a guide. But you and you alone can 
know the specific problems to be 
solved and the questions to be 
answered for marketing your own 
product 

To find the solutions and the 
answers, (1) know your product, its 
uses and benefits through laboratory 
research and surveys of users and dis- 
tributors, (2) know the printed 
sources of data for that type of prod 
uct and (3) know the scope, pos 
sibilities and limitations of your sell 


ing organization. 
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Hold Sales Down 


Continued from page 60 


salesmen, and have some initiative, 
imagination, judgment. Isn't that 
what you hired them for? 

3. You learned eventually, some 
how, without anybody showing you 
just what to do or how to say it, didn’t 


? 


Don’t Tell Him Hou 


Rule 3: avoid giving salesmen defi 
nite guides about how to use their 
time most profitably. Then they will 
devote more time to some prospects 
or accounts than their possibilities 
justify, and less time than merited on 
others. They can also lose much time 
traveling. This loss in sales will never 
be noticed by anybody. 

Working out account potentials, ap- 
propriate call frequencies or routes 
is a tedious job. You can perhaps 
void it by emphasizing that 

1. Small accounts sometimes be- 
come large, and it’s good to be on the 
inside track. Few persons will point 
out that, in the meantime. large. im 
portant accounts got fess attention 
than they deserve, perhaps on the 
theory that thev might get smaller. 

2. Account potentials are not exact. 
3. Irregular situations sometimes 

1. The men are closer to the firing 
line, and should be in a better position 
to decide when and where to spend 


their time 


Dissipate His Energy 


Rule 4: add duties occasionally, one 
at a time. and never disconti ue any. 

One additional form to be filled 
out, one additional display to check, 
some customer credit to investigate 
these won't appear to take more than 
1 few minutes a day. However. they 
mount up Besides the time lost on 
less important activities, the mental 
energy dissipated in trying to remem- 
ber everything, cuts the man’s effec- 
tiveness when he is in : selling situa 
tion, 

Eventually, the total selling and 
non-selling activities asked of him be- 
come greater than he can possibly 

arry out and still cover his territory, 
und he must constantly decide what 
to leave undone. This uncertainty 
sharply cuts his selling power. But 


sales lost for this reason will never 
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for SEPTEMBER 








PROSPECTS FOR ‘51. The high level of industrial production in 1951, 
paralleling the country's military needs, figures out to a sizeable volume 
of electrical materials and services, according to Editor Bill Seuare It 
may well be that the serious problem of 1951 will be skilled manpower 
more than material shortages in the electrical construction and mainte 
nance industry 

One of the hottest spots in the industry will be modernization and 
conversion which is well under way right now From here it doesn't 
look as if war production is going co immediately need a great deal of 
bricks and mortar. However, converting of plants inevitably demands 
extensive electrical work 

Don't underestimate potentials in commercial and residential work 
in 1951 as there seems to be no inclination on the part of Washington, 
as yet, to impose any drastic limitations 

* * oa 
GOOD REASON why Electrical Construction and Maintenance is the top 
publication in che industry comes from analyzing its editorial content 
for the first 8 months of 1950. Feature material consisted of 62 articles 
(totaling 454 columns) covering a wide variety of pertinent subjects, 
including industrial and coms rercial wiring, estimating, maintenance, 
motor service shops, lighting, communication and sound systems. In 
addition the editorial departments (such as Practical Methods, Modern 
Lighting, Readers Quiz, Questions on the Code, Industrial Electrifica- 
tion) contributed 753 columns. A coral of 1,207 columns of carefully 
researched and written editorial material designed to promote better 
practices in the industry. This all adds up to a well-balanced, diversified 
editorial program with material in ¢a h issue of interest to every subscriber 
* 

PULLING POWER. Scrutinizing the salesmen’s call reports gives us a 
good insight into what's cooking in the field. We can't resist quoting 


excerpts from a couple of recent ones this ad appeared oncurrently 


| 

in Electrical Construction and Maintenance (an Adv. Mgr reporting ) 

other papers in the field. Publication A drew a complete blank, 

lication B brought in 18 and Electrical Construction and Maintenanc 

w almost 100." OR he first 5 months of 1950 revealed the follow 

ing score of identifiable returns by blank company: Publication A — 119 
Electrical Construction and Maintenance 115, publication ¢ 


D—« ind | 


the Staff 








SERVING THE MEN WHO SERVE 
THE ELECTRICAL INDUSTRY 


ELECTRICAL 


CONSTRUCTION 
AND MAINTENANCE 


A McGrow-Hill Publication 


330 West 42nd St. New York 18 
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All men are boys at heart! 


Here's a display that eo the 
power of the dancing girls. Its idea 
is as profound as a set of electri 
trains. Its value as an attention getter 
results from the application of good 
design to simple psychology. To wit 
Grown men, too, like to play withtoys 
Play they did at the Fiberglas 
display at the N. E. Lumberman’s 
Show in New York on January 25th 
And while they pitched rings 


Fiberglas pit hed product features 
ind advertising facts 

Was it successful—ask F. D. Allen! 
For your own displays—ask Ivel 
Call an Ivel Expert and let him work 
with you to create a display that'll 
bring them in at a reasonable cost 
to you. If you're shopping for dis 
play information—send for the Ivel 
free book, “Handbook of Selling In 


Three Dimensions.” 


IVEL CONSTRUCTION CORPORATION 


DESIGHERS AWD BUILDERS OF DISPLAYS AWD EXHIBITS FOR TRADE SHOWS AND CONVENTIONS 


06-22 43rd Avenue 








What’s What 


and how much? 


@ SEND FOR THIS 
SURVEY TODAY! 


Our readership survey has been 
completed and should be of much 
interest to advertisers and their 
agencies 

This research also reveals baying 
practices in this mammoth wood 
working industry, such as hon 
much 
they buy, whe makes or buys “ly 
dimention 


hardwoods and soltwoods 


wood, whe uses or buys 
stock, number of motor trucks in 


use, ete 


It will pay you to get it. May we 


send a copy today ” 


if it's WOOD, you could—with 
WOOD PRODUCTS! 
AbD 


ED iit 
\\V/\Vfoon 


PRODUCTS 
“wae 


Phone: WAbesh 2-1000 
343 S. DEARBORN, CHICAGO 4 








Corona, New York 





t Your 
Fingertif~ir..... 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1951 SCHEDULES 


... see the 488 pages of data 
covering 85 primary markets 

- specifications, rates and 
circulations of the 2,400 busi- 
ness papers serving U. S. and 
Canadian industry — and the 
factual presentations of 200 
leading publishing organiza- 
trons... 


1951 INDUSTRIAL MARKET 
DATA BOOK 
NUMBER 


in your 











show up on any report received by 
your superior. 

You can perhaps side-step making 
an analysis of salesmen’s duties, or 
having one made, by declaring that: 


If You Whip Hard Enough... 


1. Our business is different. 

2. The selling job is so complicated 
that it isn’t possible to put in writ- 
ing even an outline of the job's princi- 
pal phases. 

3. If the salesmen would work as 
hard as you used to, they could do 
all the things they should. 

In summary, to hold sales down 
without showing it, avoid compari- 
sons with potentials, pass the buck to 
the salesmen about just what to do 
and when and where, keep adding 
duties and give the staff plenty of the 
old hot poker treatment. 

Remember, if you whip a horse 
hard enough, people may not notice 
that he is untrained or confused. If 
he can’t take it, you can get more 
horses, and blame poor performance 
on them. And you will look like a 
hard-drivin’ son of a something or 
other. 


How to Advertise 
(Continued from page 64) 


commonplace, surface travel in the family 
car may move normally at 200 m.p.h.. 
farm implements may become complete 
food processing plants. Farmer Jones 
may do his plowing with atomic power. 
Contributing to mechanical progress such 
as this will be new oil seal designs, new 
sealing member compounds which will 
permit a higher order of bearing perform 

ance. National Oi] Seal engineers have 
many of these new oil seals on the draw 

ing boards and in production now. For 
this reason, you can look to National for 
“vears-ahead” performance in your prod 

ucts of today as well as anticipate “years 

ahead™ performance in your products of 
tomorrow 


Before leaving the subject of sin- 
cerity, we should give recognition to 
one of the most “sincere” pieces of 
copy of all tirne. Whether it was writ- 
ten spontaneously in white heat or to 
= mebody else's order, I do not know. 
It happens to read as though written 

and left just as was written the first 
time—by someone who had a burning 
message on his mind and in a fine 
burst of inspiration put it to paper. 
The ad is The Employer's Group fine 
“Who Laughs Last?” 


comic mask worn by the Brink rob 


illustrated by the 


bers 
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Who laughs last = 


Who laughs last? 
We've had a lot of “fun” lately 


Have you read the papers? Have you 
listened to the radio? Have you watched 
your television? Have you talked with 
people on the street? 

Why. the whole town’s laughing . 
and the “wags” keep fanning the mirth. 
The funniest thing has happened. There's 
been a million dollar robbery . more 
than a million they say. 


What's so funny about it? 


How can there be amusement, living 
in an age of vielence? Where can there 
be any laughter when a man lies bound 
and gagged on a floor sweating out 
precious prayers for his wife, for his kids, 
for his life? How can anyone get even a 
chuckle out of the most brazen insult that 
has ever been thrown in his face? 


No, there isn’t anything funny about 
crime. There is no mask of comedy that 
ean cover the vicious face of a rat. There 
is nothing for people with dignity, pride, 
and an honest sense of justice in their 
hearts but to get mad . fighting mad 

at even the mention of crime 


Yes, you might say we have a selfish 
interest in the matter because we are in 
the insurance business. It is not so. For 
tunately for us, the recent million and 
a half dollar loss was insured by one of 
our friendly competitors. To us, it meant 
nothing financially But we've been 
through it before. We know the savage 
sears that crime inflicts. We kisow what 
it means to have businesses, jobs, lives, 
everything drop at the point of a gun. We 
cover such crimes for premiums .. . 
premiums based on eperience . . . and 
the worse the experience, the more people 
have to pay for such insurance 

There's the point. It is the people . 
it is you who pay for crime . . . not 
only through insurance but in many other 
ways. And you pay plenty. In fact, the 
annual cost for crime runs well into 
billions of dollars. Is this yearly drain 
on the public's parse any laughing matter? 

As long as we take it lightly. crime will 
think lightly of us. As long as we joke 
shout criminals, they'll surely moke fools 
out of us 


Let's get serious about it. Let's tighten 
up our fists. Let's drive out of our troubled 
existence the last cancerous trace of crime 
Then we can afford to laugh 


To Be Continvuep 
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IT PAYS 


to advertise 


in a publication 


where the audience 


pays to see you... 


MCGRAW-HILL 
PUBLICATIONS 


reach the greatest 
paid audience of 
industrial buyers 


in the world. 


PTC TTTTLETELLL ELE LETTE LLL CC 


MCGRAW-HILL 
PUBLICATIONS 


WERADAQUARTERS 


330 West 42nd Street, New York 18, N. Y 


. . 
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There are 


29,874 


TOURIST COURTS 
you can SELL To 


@ In the Preliminary Report of the 
1948 *Census of Business 25,874 tourist 
courts are reported. That year a total 
volume of $197,643,000.00 was reported, 
being an average of $7,638.67 per tour 
ist court. The 1939 Census Report 
showed 13.531 touriet courts with a 
volume of $36,722,000.00 (average 
$2,715.93) 

@ For the past 14 years surveys which 
TOURIST COURT Journal has made 
indicate that there is an average of 17.7 
rental units to «a tourist court. This 
means there are 457,969 tourist court 
rental units in U.S. touriat courts 

@ TOURIST COURT Journal, in « re 
cent survey, found that 5.718 tourist 
courts plan to expand their facilities 
within the next 12 months by adding 


a total of 32,592 rental units 


@® TOURIST COURT Journal also 
learned that present owners and oper 
ators of tourist courts plan to build 
6) new tourist courts average 16 
rental units) in the next 12 months 
@ These figures do not include an esti 
mated 400 other touria courts which 
will be built by those not now owners 
or operators of tourist courts 

@ Actually, there are four markets 
here ' l 


eervices 


Supplies, equipment, and 
will be purchased for present 
tourist court operations, (2) Supplies, 
equipment, and services will be pur 
chased for the 32,592 new rental units 
to be added to present tourist courts 

}) Supplies, equipment, and service 
will be purchased for the 8,736 new 
rental units to be built by present own 
ers and operators of tourist courts. (4 
Supplies, equipment, and services will 
be purchased for new tourist courts to 
he built by present non-ow ners 
@ You will need more information on 
this “prize” market; you may need 
more information on prize winning 
TOURIST COURT Journal winner 
editorial excellence award INDUS 
TRIAL MARKETING, 1950 contest 

we'll be happy to furnish you more 


information 


TOURIST COURT 


Journal 
TEMPLE, TEXAS 








How Industry Buys 


Continued from page 39) 


gains in productivity achieved by 
new and more economical manufac 
turing processes, many of them de 
signed to exploit the advantages of 
new basic materials. The $100 billion 
that has been spent on capital equip- 
ment during the past decade has not 
only expanded the size of our indus- 
trial plant, but has largely rebuilt it. 

There is little in the way of plant 
equipment on the market today that 
does not incorporate fundamental 
new process principles developed dur 
ing the past decade. Similarly, indus 
try today has its choice of an unlim 
ited range of new materials literally 
created to meet the most unusual 
specifications. In earlier days steel 
was simply a material compounded 
of carbon and iron. Today, “steel” 
covers a huge range of products in 
volving alloys in thousands of com 
binations incorporating hundreds of 


unique ¢ haracteristics. 


Highly Trained Men 


Similarly, plastics, papers, lubri 
cants, finishes, textiles, magnetic ma 
terials—in short, the entire gamut ol 
raw materials—are available in a 
spectrum of alternative and competing 
characteristics so vast that even the 
specialist finds difficulty in compre 
hending the entire range of a single 
category 

The record shows that industry to 
day finds it necessary to employ in 
trained 


creasing numbers of highly 


engineering and research specialists 
in strategic positions throughout its 
organization. The number of such 
industry has 


Accord 


ing to the famous Steelman Report on 


men empl rved in 


doubled in the past lecade 
‘ 


‘Science and Public Policy.” the de 
mand in industry for such personnel 
has created serious shortages in our 
nonprofit institutions devoted to fun 
lamental scientific research 

\ recent study published by the Bu 
reau of Labor Statistics, shows that 
the number of engineers employed " 
industry has ine reased from 260.000 
n 1940 to 400.000 in 1950 


“ince eng 


rnneers and research spe 
cialists are hired to design the prod 
ucts and the processes whi h produce 
them, to choose the plant equipment 
to select the materials, and to find 


nical wavs to make things 


re econo 


Paid Subscriptions at $18. 
Each Now Over 10,300 


FOR 5! YEARS the leading doily 
newspoper of the steel and metal 
industries. More thon 275 com 
panies selling to these industries 
are regulorly advertising their 
products, services and equipment 


in 


American Metal Market 


Daily Since 1899 


18 Cliff St.. New York 7, N. Y 





a 
Admiral Jonas H. Ingram, U.S. Navwy, 
retired, has been elected a vice president 
of the Reynolds Metals Company, Leuis- 
ville. Kentucky. Like most other men 
who are getting ahead in business. Ad 
miral Ingram is a regular Wall Street 
Journal reader 
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it is logical that a study of industrial 
purchasing today should find that 
they exercise a major influence. 

Men who are trained, for example, 
to differentiate steels will naturally 
take a decisive hand in channeling the 
flow of the $40 billion that industry 
spends each year to buy plant equip- 
ment, materials and component parts. 
History suggests and our study con- 
firms that the bulk of today’s indus 
trial purchases are made or broken 
in the research and design labora 
tories and on the drafting boards of 
the engineering departments. 

In a sense, this has been true for 
some time. But it has taken a major 
war and a period of industrial expan- 
sion, the like of which the world has 
never before witnessed, to magnify 
and identify the importance of the en 
gineer and research scientist as domi 


nant influences in industrial buying 


Capital Equipment 


At the motive, or gleam-in-the-eye 


stage, for example, the charts show 
that top management assumes a domi 
nant role in only one class of purchas 
ing. This is in the purchasing of capi 


tal equipment. 


Here it is top management which 
decides that new equipment is needed 
to expand capacity or to proceed with 
the production of a new product. For 
all other considerations, such as re 
placement of obsolete equipment or 
a change in the production process, 
it leans on operating management, 
engineering ard research to come up 
with the original recommendation. 

The same pattern is evident in the 
decision to look for a new material or 
new component parts. Engineering 
and research personnel generate the 
initiative on all considerations except 


f 


price 


Price Factors 


As might be expected, it is the pur 
chasing department that has its pen 
cils sharpened to look for out-and-out 
price opportunities. The heavy repre 
sentation of the engineering depart 
ment in the evaluation of such oppor 
tunities, however, demonstrates that 
technical considerations must always 
be weighed against price 

For example, glass fibers are more 
expensive per pound than other tex 
tiles But good engineering which 


takes account of its characteristics 
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Sift BiG DIVIDENDS 


LLL 
Advertising Dollars in the 

Giant Paper atid Pulp 
LLL MULL 


Your Most Logical Mediums. . 
THE PAPER INDUSTRY (Monthly) 
PAPER & PULP MILL CATALOGUE 


and Engineering Handbook (Annual) 
Top coverage of Management Production Engineering and Technical De 
partments is the basis of our circulation. We reach the important men who have 
1 vital part in the functioning of the mills. Our editorial matter ix selected and 
edited by specialists who have spent a lifetime in the industry. Every issue of 
The PAPER INDUSTRY is important we have no so-called special issues 
Your advertising is pever crowded and can always breathe! We are inde. 
pendent of any group or association. We publish “meaty” subject matter 
that aids the men who run the 


Coupled with insertion of four or 
more pages of your product infor 
mation in PAPER AND PULP 
MILL CATALOGUE and Engi 
neering Handbook you have the 
basis of sound, concentrated selling 
to this important industry 


Our representatives have this vital 
story in concentrated form that will 
require bat a few minutes of your 
time. Let us present mt to you te WHEN YOU REACH 
enable you to prepare your 1951 - THE HEART 


YOU REACH 
lial: 
MARKET 


schedule 


FRITZ PUBLICATIONS, INC 


in 5 











For Up-to-the-Minute Market and Media Data 
use your 


new 1951 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 











“We think you are 
entitled to know 


that we have found your paper gives us 
better value per dollar spent for adver- 
tising than any of the other five chemi- 
cal papers which we use for advertix- 
ing” — is the ansolicited opinion of 
MR. D. HH. JACKSON, General Manager 
ef CROLL-REYNOLDS COMPANY, 
INC. He continues, “We have already 
traced some direct business to negotia- 
tions which started from advertising in 
your paper.” 


Mr. Jackson's comments are typical 
of the expressed opinion of many execu. 
tives whe have found that 


CEP SELLS 


THE PROCESS INDUSTRIES! 


Reduce your soles cost . multiply your 
solermen's effectiveness. Plastic models of your 
product, in trve scole, strikingly realistic, with 
attention-getting color, give you three dimen- 
sional merchandising impact that clinches soles! 


The Most Valvoble Displcy Spoce in the 
World is the palm of your prospect's hand. Put 
your product there, using ideal Models os 
selling tools to perform these essentio! soles 
steps inexpensively: (!) Ploce your product in 
your prospect's hands (2) Assist your prospect 
to visualize your product filling his needs (3) 
Wiustrote function ond styling of your product 
oft the point of sole 


Ovr new folder shows you how nationally 
known monvfocturers use soles building deol 
Plastic Models ond may give you ideas for 
their use. Your free copy is ready — write todoy 


Representotve's inquiries invited 


17251 Moran Ave. 
Detroit 12, Michigan 


MODELS COMPANY 





Reader Score 20 19 
Cost Ratio 160 177 


for yourself 


“x+y==2z”" type of equation. 





Which Ad Got the Highest Starch Score? 


(Answer to problem on page 43) 
The ad at left (Federal) was best read. The scores: 
Federal 


Seen- Read 


Noted Assoc. Most 


One factor that might have contributed to the difference was the coined 
word, “Dialize,” which may have scared away more readers than were 
attracted out of curiosity. Standard’s “Dialize” headline was read by 
only 8% of readers, compared with 17% who read Federal’s “Find out 


Further, Federal’s product was shown in one large, outlined photo- 
graph, which was easier to comprehend at a glance than Standard’s three 
smaller, outlined photographs joined by arithmetic symbols in an 


Standard 


Seen- 


Noted Assoc. Most 


7 9 8 4 
133 73 69 83 








can often make a pound of glass fibers 
go further 

Once the idea is placed in the hop- 
per, the chain of events that eventual- 
ly lead up to an order for one or more 
suppliers gets under way. 

{t the very earliest stage in the de- 
velopment of a purchase a decision is 
made that immediately affects all sup- 
pliers. This decision answers the No. 
“What kind of material 
shall we use, what kind of parts do 


l question 


we want, what kind of equipment will 
we need in order to turn out this new 
product?” 

To translate the findings into nar 
rative form, let us trace the develop 
ment of a project leading to the pur 
chase of a specific item: We are con 
cerned, for the moment, with the pro 
duction of a new type of container for 
the storing and shipping of extreme 
ly perishable pharmaceutics. 

Of all the 


making such a container 


available materials for 
steel, alu 
minum, plastic, rubber, wood, card- 
board, et one will be selected as 
the ideal material to use. Suppose we 
choose steel. Our decision has im 
mediate, far-reaching consequences 
the suppliers of every other type of 
material have already lost a possible 
sale 

The job of the sales manager— if 
he wants us to sper ify his material 
must clearly begin before this choice 
is made. He needs to win this decision 


first. before the purchasing procedure 


moves on to a choice between makes 

of material. 
But, whom 

whom must he reach with a compel- 


must he influence, 
ling set of arguments on behalf of his 
type of material? In our organiza- 
tion, who is equipped to understand 
his story? Who should be told about 
the strength-weight ratios, the corro- 
sion and fatigue resistance data, the 
machinability, the modules of elas- 
ticity and all the other things he can 
tell us about his material? 

These data, of course, finally add 
up to things we can understand— 
value and efficiency per dollar ex- 
pended. But who in our organization 
is capable of understanding and fairly 
judging his potentially very sound 
brief for his product? 


Men to Reach 


The findings show that the follow 
ing functional divisions of industrial 
management, in the order shown. are 
the key divisions to reach: 

1. Design and development engi 
neers 

2. Research scientists 

3. Production engineers 

4. Operating (not top) manage- 
ment 

These 


pate most often in the primary de 


are the groups who partici 


cision as to what kind of equipment, 
material or part to use. Top manage 


ment rarely participates because this 
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is a technical problem and such mat 
ters are delegated to technical men. 
Purchasing departments rarely pat 
ticipate because, at this stage of the 
development of the product, the ques- 
tion of purchasing has not yet come 
up 

After this basic decision as to the 
kind of material, another decision is 
made which further narrows the field 
of possible suppliers. This is the set 
ting up of the specifications that the 
selected material must meet 


Varrow the Field 


To choose steel is not enough. We 
have, therefore, specified a particular 
steel, with a specific set of character- 
istics. Not every steel producer is 
geared to make all of the hundreds of 
variations of steel. So we have, again, 
automatically narrowed the field. 
This time it is narrowed down to the 
few companies that can make the re- 
quired type. 

Again, according to the findings, 
we have left these critical and exact 
ing considerations to the technical 
men—the engineering and research 
groups. That is the way it is done in 
the overwhelming majority of indus- 
trial organizations 

It is only after these basic decisions 
are made that we start our first in 
quiries into the supply situation. It is 
at this stage that we call in the pur- 
chasing department. Given the speci- 
fications, the purchasing department 
must then select, from those suppliers 
who are willing to try te meet our 
specifications, the handful who will 
be invited to submit bids. In this, the 
research findings show, our purchas- 
ing department will be aided and 
guided by the recommendations of the 
technicians 

The number of suppliers called up- 
on for bids, in about one purchase out 
of every four, will be limited to one or 
two at the most. 

Sometimes, limitations of choice 
occurs through reciprocity among 
manufacturers. More often. accord- 
ing to the findings, it is because our 
engineers and research men have 
written very thorough specifications 
among manufacturers. As one prod 
uct engineer warns, “Reciprocal con 
tracts frequently result in selection of 
inferior material.” For this reason 
such contracts are less prevalent to 
day than heretofore 

The findings of this research, as 
spelled out in detailed tabulations of 
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The Super-Market In the H of America’s Industrial Future 


Localized Construction News and "BIDS WANTED” 
Mean Greater Advertising Effectiveness 


As Important 
to Contrat¢tors 
as the Stock Market 
Page is to 


Broker's! 


Contractors, architects and engineers 
throughout the CONSTRUCTION NEWS’ 
6-State Area devour the news of job letting. 
So each week they await the lengthy list 
of projected construction work available 
to them. One of those issues is CON- 
STRUCTION NEWS MONTHLY, which 
also contains sonals, illustrated news 
about jobs, and ads. 


BIDS are the LIFEBLOOD 
of the Construction Industry — 
CONSTRUCTION NEWS IS THE 
HEART THAT KEEPS THEM IN 
CIRCULATION 


Contractors are almost wholly dependent 
on the publication of “BIDS WANTED,” 








contracts awarded, major contemplated construction projects of all kinds. That 
is their primary source of business, and usually their major interest in life. They 


are kept informed a» jobs progress. 


your ads, is the “NEWSpaper” 


Our monthly issue, in which you may place 
for contractors, engineers, architects, and public 


officials concerned with local construction. It is their desk companion, welcomed 


with eager readership! 


Realizing the intense interest in a “localized” publication covering a HUGE 
waiting market, 60 major advertising agencies placed 88 regular advertising 
schedules in the last six months of 1949. Include C.N.M. on your own schedule 
or write for copy and circulation data. Capitalize on its EAGER READERSHIP. 





Over 6300 Readers 








ONSTRUCTION 
NEWS MONTHL 


Reporting 


CONSTRUCTION ACTIVITIES 
in Oklahoma, Eastern Mi: 


LITTLE ROCK 


ARKANSAS 





Assignments covered trem const to coast 10° 
ME. editorial and research purpeses. 


Write for booklet 
SCs paoro-rapoanie SER 


38 PARK Pace, wewaRk 2M 











On the Pole 
On the Ground 
In the Plant 
In the Office 


Telephone men beep up 
with what's new in tele 
phone equipment and 
supplies . and the 
latest wrinkles in con 
ttruction and mainte 
nance through the col 
umas of FORTNIGHTLY 
TE! EPHONE ENGI 
NEER 


Millions of dollors are 

being poured into the 
telephone industry by the government as oa 
result of the recent y passed Rural! Telephone 
Act. Loans ore being mode to telephone 
companies for extending or improving serv 
ice to rural creas at 2% and for terms 
ranging up to 35 yeors. The next three or 
four years will see more money spent by 
telephone companies for new equipment 
construction, etc., than in ony lite period in 
telephone history 


This entire market can be developed 
through 
FORTNIGHTLY 
TELEPHONE ENGINEER 


Write for semple copy ead rete cord 
7720 Sheridan Reed @ Chicoge 26, Hilincis 





SELL 
SELL 


SELL 
~3 3 ee 
‘ 


MORE WITH A 
Viewmaster 
The Easel Portfolio That Dis- 

plays One Sheet at a Time 

As each sheet is viewed 
flipped ever the top. Specie! 
struction allows ofl sheets to le ‘- 
fectly flat without expensive oth 
hinging Looe feof 

Semply lift Viewmaster by the front 
cover and the avtomratc easel sete 
# vp firmly 

Carried im stock in four sizes 

* Also 100s of other Heme 


SEND FOR FREE FOLDER 


Sates Jools, Tuc. 
1220 W. Madison, Chicago 7J 











the responses, are underlined by com- 
ments volunteered by many of the ex 
ecutives who participated 
‘Sometimes research wiil solve a 
design problem with a more costly 
material. This will lead to a re-design 
by our production engineers. To- 
gether, they allow me discretion only 
on such standard items as kraft-board 
and operating supplies Purchas 
ing agent for an electronics company. 
In our company, top management 
+s smart enough to delegate not only 
the responsibility but the authority 
for deciding on the purchase of ma 
terials to the experts in engineering 
ind research it hired to do the job.” 


Engineer in a chemical company. 


Who Gets The Order 


Once bids have been received in 
the purchasing department, they are 
generally reviewed by the technical 
departments to determine whether 
they meet the sper thications previous 
ly set up. If they pass this inspection, 
the ultimate question of which sup 
plier gets the order finally arises. 

If there still remains more than one 
supplier in the picture, the purchasing 
department is most frequently called 
upon for the final choice, although 
here other management divisions have 
an important voice. The ultimate de 
cision, like many of the intermediate 
decisions made along the way, is more 
often than not.a group decision. No 
single individual has a final say. 

As the budget analyst for a manu 
facturer of printing 
mented, “It is difficult to state cate 


vorically who does what—but it is 


presses com 


certain that except for routine pur 


hases of supplies and materials the 


company is full of ‘purchasing 


gents’ 

The charts which appear with this 
irticle yield a pattern in the purchas 
ing of equipment very similar to this 
story about the purchase of materials 
Che first sale is made to the research 
engineering and operating manage 
nent groups. The reorders, once the 
routine is established, come from the 
purchasing department-—providing 
the technical divisions remain sold! 

It is unfortunate that nothing quite 
similar to this research has been un 
dertaken in the past If it had, we 
would have a good basis for compari 
son with this clear picture of present 
procedure. The information available, 


however, is sufficient to show that a 








@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 


CHICAGO 
Manhattan Bidg. 


NEW YORE 
Whitehell Bidg. 


For ever 60 years the leading 











WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Booklet No. 50 
“Magarzine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 
Business Pepers @ Farm Publication 
Censumer Magarines 


343 Seo. Dearborn St Chicago 4 





WANTED—Advertising Manager. 
Nationally known Midwestern industrial cor 
poration monvfacturing and selling widely 
diversified line of products and services seeks 
mon thirty-five yeors of age or under for 
advertising manager. Position requires full 
knowledge of all phases of industrial adver- 
tising including mechanical! production. Engi 
neering background preferred. Send complete 
details covering family history, education, ad- 
vertising experience and positions held, mili 
tary status, sclary range, and photograph. Do 
not send samples. Excellent opportunity. All 
replies conficiential. Write Box 441, INDUS 
TRIAL MARKETING, 200 E. Illinois St 
Chicago 11, Hlinois 











"Since the Market Data Book 
Number is placed in a handy 
spot near my desk, you will find 
that over a period of time it is 
referred to quite often. The best 
way to show my appreciation 
would be to send you an old 
copy with all the thumb prints 
proving how often the pages 
have been turned.” 


—Arno O. Witt, 
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significant change has taken place 

It follows, then, that an equally sig 
nificant change in thinking on the 
part of many sales and advertising ex 
ecutives is necessary in order to bring 
sales policies and procedures into 
ine. As one sales executive put it, up 
m reviewing the picture presented 
here, “Our salesmen never seem to get 
to the research and development 
groups.” He added, as a reassuring 
afterthought, “But our engineers do!" 

The implications of the new pattern 
are clear. The results of this study 
should prove helpful at many points 
in evaluating that other all-important 
half of the purchaasing procedure 
the sales pi wedure. 

The data should be useful in de 
ciding, for example, whether a sale 
program is directed at the key people 
in organizations that must be sold 
whether the approach to these people 
is logic ally related to their function 
in the purchasing procedure, and 
whether the advertising and merchan 
dizing program is using the most ef 


fective channels to reach them 


1951 ‘Market Data Number’ 
Shows Industrial Gains 


Cuicaco— Most industries made sharp 
recoveries in 1949 from the 1948 slump 
and continued the upward trend inte 
1950, according to InpusTRIAL MAarKet 
ne’s annual Market Data & Directory 
Vumber, which was published Sept. 15 

The new volume, published for the 
33rd consecutive year, gives preliminary 
figures from the 1948 Census of Busi 
nes as well as final data from the 1947 
Censi f Manufactures. The latter are 
supplemented by later figures from the 
U. S. Department of Laber 

Mortality among business papers 
reached a new low in 1949, the Market 
Deta & Directory Number indicates 
Virtually no business publications ceased 
operations. Virtually every field wit 
nessed the birth of some new candidates 
for advertisers’ favor. The number of 
papers in the U.S. and Canada now ap 
proximates 2,406 

The Market Data & Directory Num 
ber also shows a new high in concentra 
tion of manufacturing activities in the 
U. S. Almost 77 of the country’s pro 
duction is now concentrated in 203 
counties 

In spite of the danger of inflation 
which is now generally recognized, the 
book shows that production, based on 
the number of workers per 1,000 popu 
lation in manufacturing plants, is also 
at a new high, offering a strong bul 
wark against unduly large price in 


creases 
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Ceramic Industry 
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d plan to multiply the impact 2 
of your 
magazine space 


aA . - 





Magazine advertising space usually does not permit 
the inclusion of all the product information desired 
by the reader at the time his interest is active. But 
you can achieve this effect by anchoring adequate 
and diversified buying information in the offices of 
the men you are trying to reach 
Once the information is anchored in McGRAW- 
HILL PRE-FILED CATALOGS ~— MINING, ELEC- 
TRICAL and TEXTILE~all advertisements and 
promotion directed to those fields can point out that 
further specific product information is immediately 
available to the reader in the familiar, handy 
PRE-FILED CATALOGS 
By this procedure, a pre-filed insert of buying in- 
formatior o anchored, can generate the effect of a 
ult ple page advertise ent or mailing piece AT 
THE TIME THE READER IS INTERESTED! 
McGRAW-HILL PRE-FILED CATALOGS pro- 
de an essential service to operating men. They 
ide hundreds of pages of manufacturers’ buying 
ation completely indexed by product and com 
ne, plus a complete directory of all known 
ifacturers of machinery, equipment and supplie 
” l ised in the fields covered. All McGRAW- 
HILL resource are u I « ire accura e coverage 
f men with known buying respon bility: 
rhi imple, inexpensive plan enable you to sup- 
y interested reader prospects with adequate buying 
on not only on the product advertised but 
also on your complete line in *s a “cooling- 
off” period by having your information immediately 
available in the reader's office 


For rates, see STANDARD RATE & DATA SERVICE 
ond MARKET DATA BOOK 


McGraw-Hill Catalog Service 


330 WEST 42ND STREET - NEW YORK 18, N.Y 


SELLERS seeking BUYERS use Advertising — BUYERS seeking SELLERS use Catalogs 





TOO MUCH FAT IN 


IF YOU WANT an industrial advertising circulation 


that is a// red meat, take a look at MILL & FACTORY 
MILL & FACTORY cuts out the fat the waste 


readership due to— 
1. Read. rs ho had bu ying influe ni ¢, 
whose jobs have changed. 
2. Readers who have lost their jobs. 
3. Readers connected with closed plants. 


Waste due to plant and personnel turnover can be 


exiraordinarily high. One industrial publisher esti- 
mates that if a subscription list is left unchanged f¢ 
a single year i is 30°. in error 

Imagine how waste mounts up when long-term sub- 


scriptions freeze names to a st bscription list for 3 


years or longer! 


Only MaF can guarantee identified buyer coverage 


YOUR HAMBURGER? 


MILL & FACTORY DELIVERS ACTIVE BUYING 

READERS AUTOMATICALLY AND CONTINUOUSLY 
MILL & FACTORY'’'S circulation is based on the con- 
fidential, up-to-the minute customer and prospect rec- 
ords of a nation-wide staff of 1,535 industrial salesmen. 
They are in and out of the nation’s worthwhile plants 
daily! You 


{ an active, wasteless coverage not approached by any 


daily. They report changes on the spot 
ge 
publication employing traditional circulation methods. 

Conover-Mast Publications, Inc., 205 East 42nd St., 
New York 17; 737 No. Michigan Ave., Chicago 11; 
5478 Wilshire Blvd., Los 


Angeles 36; 4552 Rheims Place, Dallas 1. 


Leader Bldg., Cleveland 14 





